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Rough Proofs 


“All forms of fortune telling” are 
on the proscribed. list of NBC pro- 
grams. But how will they take care 
of the demand for time from the 
politicians? 


— - 


Zonite has decided to go still 
harder after that fertile dandruff 
market. In exploiting a field sec- 
ond in possibilities only to halitosis, 
this advertiser is confident the sur- 
face hasn’t even been scratched. 


. F 


With manufacturers providing 
remedies for everything from dand- 
ruff to athlete’s foot, advertising is 
rescuing humanity by turning its 
attention from its big troubles to its 
little ones. 

7 


“Get behind the headlines,” urges 
Cunard, in dramatizing the oppor- 
tunity for a first-hand peek at Eu- 
rope in turmoil. If you had to get 
behind something over there, it 
wouldn’t be headlines. 


.~ wv FV 


Maybe more people would accept 
the cordial invitation extended by 
Cunard to study Europe first-hand 
if they could guarantee that the ex- 
cursion would be a round trip—but 
positively. 

a Om. | 


Another modest claimant has 
come forward inviting an agency to 
pass out a cut of $100,000 for a 
cigarette advertising idea. No 
wonder the public has to smoke ’em 
by the billions. 


Ah ee. 


The number of suits based on 
alleged contributions to cigarette 
advertising successes indicates that 
a lot of creative minds have been 
spending too much time with pipe 
dreams. 

a 


Ralph Ingersoll is switching from 
the weekly newsmagazine to a pro- 
posed tabloid in New York. Time 
marches on, but in the daily news- 
paper business it runs like hell. 


, FF 9? 


Neville Miller, NAB president, 
endorses the trend toward “shorter 
and more interesting commercials.” 
But has he been listening lately to 
the daytime shows? 


a 


Either women love to listen to 
the eloquence of the daytime an- 
nouncer, or the busy little house- 
wife is too busy to take her hands 
out of the dishpan. 


v,gvs? 


Advertising in foreign language 
publications is being checked by 
FTC’s Pgad Moore, who seems all 
ready for the expression of what the 
crossword experts designate as “a 
mild oath.” 


i ae 


Listerine addresses itself “to girls 

ho don’t want to stay single.” That 

izht to get even the readers of 
e Alone and Like It.” 


m1 
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The new 1940 Rinso is now at 
your grocer’s, so Lever Bros. are 
aiready one up on the motor moguls. 

Copy Cus. 


Roy 5. Durstine 
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Resignsfrom Agency; 


Barton President 


New York, April 13.—Roy S. Dur- 
stine, president of Batten, Barton 
Durstine & Osborn since 1936, and 
an active figure 
in advertising for 
the past quarter 
century, this 
week resigned 
from the agency. 
He was succeeded 
by Bruce Barton, 
formerly chair- 
man of the board. 

Other execu- 
tive changes at 
BBDO include 
the following: 
election of Wil- 
liam H. Johns, 
formerly chairman of the executive 
committee, as chairman of the 
board; transfer of Alex F. Osborn 
from Buffalo to New York as execu- 
tive vice-president; and promotion 
of F. R. Feland from treasurer to 
chairman of the executive commit- 
tee. Mr. Durstine’s stock interest 
has been bought by the other 
agency principals. 

The agency shakeup came 4s a 
surprise to advertising circles and 
speculation was rife as to Mr. Dur- 
stine’s plans. Among the rumors 
that went the rounds were the for- 
mation of a new agency headed by 
Mr. Durstine, and his affiliation with 
one of the major radio networks as 
vice-president in charge of sales. 
Both reports, however, were dis- 
counted by informed sources. It 
was intimated that the purchase of 
Mr. Durstine’s BBDO stock involved 
a clause that precludes his re-entry 

(Continued on Page 29) 


New Dutch Boy 
Paint Gets Test 
in New England 


(Picture on Page 2) 


New York, April 13—A new 
ready-to-use form of Dutch Boy 
white lead paint is being introduced 
throughout New England in a test 
campaign in daily and weekly news- 
papers. The drive will last for sev- 
eral weeks, and is the only Dutch 
Boy newspaper promotion planned 
this year. 

New England test _ insertions, 
ranging from 100 to 596 lines, list 
local dealer outlets, but the entire 
cost of the advertising is being paid 
by National Lead. Window display 
and direct mail are being used to 
supplement the drive. 

National advertising for Dutch 
Boy is now appearing in magazines, 
where color pages are being used. 
The account is handled by Marsch- 
alk & Pratt. 


Roy Durstine 
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While France and Germany face each other across fully manned defense lines, 


German advertising men still prepare alluring travel copy. 


This picture was 


taken recently in Paris by Dale Wylie, Iron Fireman advertising manager. 


“Life” Prepares 
Second Report in 
Readership Survey 


New York, April 13.—Publication 
this week of part of the second re- 
port being issued by Life magazine 
on magazine reading audiences was 
expected to renew the discussion 
created when results of the first re- 
port were issued some time ago. 
(ADVERTISING AGE, Dec. 12). 

Current figures, as announced in 
full-page copy in thé Chicago Trib- 
une, Detroit Free Press, New York 
Herald Tribune and Times and the 
Philadelphia Bulletin, show that 
each of the four magazines listed 
gained in paid circulation during 
the final quarter of 1938. Two of 
the magazines showed gains in read- 
ership. These were Life and The 
Saturday Evening Post. The other 
two covered in the report are Col- 
lier’s and Liberty. Ranking is not 
changed. 

Life’s copy, as before, stressed the 
value of considering readership cir- 
culation along with paid circulation; 
readership indicating the number 
who see, open and read part or all 
of the publication. 


Research Foundation Active 


Interest in readership statistics 
was further heightened this week 
with a report that a committee of 
the Advertising Research Founda- 

(Continued on Page 33) 


Hazards of Prize 
Contest Promotion 
Cited by Expert 


New York, April 13.—Prize con- 
tests, copy evaluation, the need for 
improved cooperation between sales, 
advertising and other departments, 
and the question of quantity dis- 
counts were major topics for discus- 
sion at the marketing conference 
concluded here today by the Ameri- 
can Management Association. 

Among the experts who addressed 
the conclave were Charles I. Luck- 
man, vice-president and general 
manager, Pepsodent Company; Dr. 
H. K. Nixon, assistant professor of 
advertising, -Columbia~ University; 
Rensis Likert, assistant manager of 
the Life Insurance Sales Research 
Bureau, and S. M. Kinney, sales 
manager of Talon, Inc. 


Warns Against “Hypodermics” 


It was Mr. Luckman who issued 
several words of warning on the use 
of prize contests. He characterized 
such promotion techniques as 
“hypodermics,” and while crediting 
them with saving many companies, 
including his own, from ticklish sit- 
uations, he counseled their use on 
specific problems only, and not as 
a general practice. 

“The customer who is lured to a 
product by the glittering hope of 
winning a reward can be lured 

(Continued on Page 34) 


Last Minute News Flashes 


Stock Exchange Removes Copy Restrictions 

New York, April 14.—Marking a major break with tradition, the 
New York Stock Exchange removed virtually all restrictions on use of 
advertising by its members, it announced today in its “Bulletin.” Truth- 
fulness and good taste are henceforth the only requisites, the department 
on public relations being particularly anxious to humanize financial copy 
by use of illustrations and more interesting typography. 


England Named Ad Manager of Auto-Lite 

Toledo, April 14.—Following creation of the post of advertising and 
sales promotion manager, Electric Auto-Lite Company today appointed 
Gerry H. England as initial incumbent, effective April 17. Mr. England 
was until recently with Ruthrauff & Ryan, agency handling the account. 
He was formerly president of National Advertisers, Inc., Grand Rapids, 
Mich., specializing in automotive advertising. 


Freeman Back, Kellogg Calls Division Meeting 

Battle Creek, Mich., April 14.—With Earle J. Freeman back in the 
fold as vice-president and a director, Watson H. Vanderploeg, acting 
vice-president and general manager, concentrated today on a meeting 
of division managers. He took time out only to indicate that the com- 
pany is content with its present line-up, with no further changes expected. 


FCC Studies Status of Television 

Washington, D. C., April 14.—That the Federal Communications 
Commission believes the public has been given too rosy a picture of tele- 
vision imminence was revealed today when a three-man committee was 
appointed to study the present status of visual broadcasting and present 


a report within the next month. 


Camera Makers 
Step Up Budgets, 
Await Biggest Year 


Copy to Emphasize Do- 
mestic Manufacture; 


Prices Slashed 


(Picture on Page 30) 

New York, April 13.-—Applying 
the style and obsolescence tech- 
nique of automobile and radio mer- 
chandising to the camera field, 
leading camera manufacturers this 
week revealed that advertising 
budgets have been stepped up con- 
siderably in preparation for what 
they predict will be photography’s 
greatest year. The two 1939 fairs 
are generally regarded as the major 
incentive to shutter clicking that 
will boost sales to new highs. 

A survey by ADVERTISING AGE 
indicated that reduced prices, new 
models and emphasis on American 
manufacture will be the featured 
selling points in most camera cam- 
paigns. 

The Americanism theme is ad- 
mittedly an attempt to exploit any 
anti-European sentiment that may 
exist in this country and to capital- 
ize on the impending tariff increase 
on German cameras. However, 
industry spokesmen voiced the 
opinion that the tariff would not 
benefit American camera manufac- 
turers to the extent commonly be- 
lieved. The cameras that will be 
hit hardest by the increased duty 
are mostly in the high price range 
and constitute only a small percent- 
age of the American camera mar- 
ket. ' 


Kodak in Newspapers 


The parade of photographic pro- 
motion will get started in earnest 
next week when Eastman Kodak 
Company breaks copy in 220 
newspapers with space ranging up 
to 1,500 lines. This drive will be 
made the occasion for announcing 
price cuts on most of Eastman’s 
line. Typical of the reductions are 
the price slash of the Jiffy Kodak 
from $8.50 to $7.50 and on the 
Kodak “35” from $18.50 to $14.50. 

Copy attributes the reductions to 
an anticipated boom in camera sales 

(Continued on Page 30) 


Standard Sanitary 
Continues Effort in 
Plumbers’ Behalf 


New York, April 13.—Standard 
Sanitary Mfg. Company this week 
began its first spring advertising 
drive in several years built around 
another institutional message in be- 
half of the nation’s plumbers, using 
a long string of newspapers and two 
magazines. 

A three month drive is scheduled 
for 1,568 newspapers in 1,387 cities, 
in addition to insertions in Collier’s 
and Time. The campaign, which in- 
cludes about 40 more newspapers 
than a similar institutional effort 
last fall, is said to be the most ex- 
tensive in the history of the plumb- 
ing industry. 

Copy, prepared by Blaker Adver- 
tising Agency, is termed “a message 
in behalf of your heating and 
plumbing contractor,” whose “hands 
can perform magic in your home.” 
The initial insertion pictures a 
plumber holding a piece of pipe 
aloft as if it were a magician’s 
wand. 
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General Motors 
Price Action 


Draws to a Close 


FTC Also Pushing Pro- 
ceedings in Two Other 
G-M Cases 


Washington, D. C., April 12.—The 
Federal Trade Commission has 
brought to a close its case against 
General Motors Corporation for al- 
leged false and misleading advertis- 
ing of retail automobile prices. 
Counsel for General Motors this 
week opened his defense of the 
practices immediately upon conclu- 
sion of the Commission presentation. 

The hearings here constitute a 
summation of the ten-day hearings 
recently held in Detroit when ad- 
vertising and sales executives of the 
major G-M units were called to 
furnish testimony concerning price 
lists and other sales data. 

The Commission is building its 
case around 39 advertising exhibits 
of Buick, Chevrolet, Oldsmobile, 
Pontiac, Cadillac and LaSalle which 


have appeared in newspapers of De- 
troit, Flint, Dallas, San Francisco, 
Washington, Lansing and Pontiac. 

Commission Attorney J. H. Ham- 
mond said today that while he has 
been unable to get complete price 
lists from all General Motors com- 
panies, he has enough material to 
show the suggested sales prices of 
all cars advertised in the above 
cities. 


Wind Up Other Cases 


Concluding proceedings are now 
under way on the two other FTC 
proceedings against General Motors: 
the famous “6% case” and the one 
in which it is charged that all deal- 
ers handling General Motors cars 
are required to take only G-M parts 
and equipment. The company’s 
brief in the “6% case” was filed this 
week with the Commission and that 
case now awaits oral argument, the 
last preliminary step before final 
Commission action. The “parts forc- 
ing case” is now also in the final 
stages. 

What the FTC is trying to show 
in the case involving advertised 
prices is that the consumer has not 
been able to buy the automobiles at 
a price even approaching the figure 
advertised. The Commission asserts 
that in nearly every instance the 
buyer has been misled by the adver- 
tising because of small explanatory 


copy buried so deep that it is not 
readily perceived, and if found does 
not clearly indicate that freight 
charges, accessories and_ special 
costs are added to the delivered 
price of the cars. 


Insists Data Ample 


Chief defense by the company to 
date has been that in most of the 
advertising questioned by the Com- 
mission the prominently advertised 
price has been sufficiently foot- 


noted by supplemental details so as | 


to avoid confusion. 

Counsel for General Motors here 
refused to comment on the current 
proceedings. He has objected con- 
sistently to points which the Com- 
mission is seeking to establish in 
the record. Clear indication was 
given, however, that if a cease and 
desist order is entered by the FTC 
it will be promptly appealed to the 
courts. 


Oklahoma Students on 
Press Group Program 


Journalism students of the Uni- 
versity of Oklahoma -vill turn teach- 
ers for the advertising managers’ 
department of the Oklahoma Press 
Association at its convention April 
23 in Oklahoma City. 

This session of the program will 
be directed by John H. Casey, pro- 
fessor of journalism at the univer- 
sity. 


OUR newspaper advertising has selling power . . 


its as simple as that 


vwhTEL 


Frequency Discounts 


. and here 


is an easy way to turn it loose on millions of additional pros- 
pects at new low cost. In the vast, rich Illinois and Iowa markets 
increased sales and extra profits await alert consistent advertisers. 


By using I & I Group dailies, your national advertising becomes 
as effortless and economical as local advertising setups. You get 
complete, evenly distributed coverage of these great markets. You 


save money 


because all advertising run in compliance with the 


liberal standardized Frequency Discount Schedules assures you 
of a Frequency Discount ranging up to 10% of the gross billing 


from each paper used! 


Never before has a large and influential group of 81 daily 
newspapers taken concerted action to help national advertisers 


take the headaches out of placing schedules . . 


. and in addition 


make it possible to realize actual cash savings. The I & I Group 
Plan is not an attempt to “high-pressure’’ you into using all 81 


papers to reap the time- and money-saving features. You can use 


as many or as few papers as you think necessary to do your 


selling job. 


Advertisers and agencies now using I & I dailies are enthusiastic 
over results and the sheer simplicity of the 1 & I Group Plan. No 
market was ever saturated with good advertising, so swing into 


action now. Write today for your Free copy of the I & I Fre 


quency Discount Schedule. 


Daily 


403-04-05 Leland Bldg. 


One Letter Puts 81 Live, 
Prosperous Markets at 
Your Finger-Tips 


lo help you keep easily in 
touch with your Illinois and lowa 
markets, the I & I Group has 
put everything from file-folder 
style rate cards to complete 
market surveys on a uniform. 
standardized Reports 
from every cooperating paper 
come to you in standard form. 
rhis in itself saves you much 
time and confusion. 

And... in order to supply 
you with complete up-todate 
market data in the very easiest 
possible manner, one letter ad 
dressed to the central head 
quarters of either state associa 
tion brings you the market 
information you want from all 
81 1 & I dailies, Take full ad 
vantage of the huge, well-bal 
anced industrial and agricul 
tural income of Illinois and 
lowa. Advertise in Illinois and 
Iowa dailies the easy way. 


basis. 


Newspaper League of Illinois 


Springfield, Illinois 


lowa Daily Press Association 


405 Shops Bldg. 


Des Moines, lowa 


TRADEMARK FIGURE GETS KEY TO THE CITY 


YANKEE THRIFT WELCOMES 
THE MEW DUTCH BOY 


Nees hel happened whee (As owner of ome mde of 0 dowbis homes 
nord “cheap” perni ond the oaner of the other, Dutch Boy Both 
jobs ore two poore old bn addition te sot lncting. he “chegp” 
pernt wast be breed ond soreped o/f before repamting. 


What a combination! White-Lead’s 


have used in mixing theic own paint. You get the 
long wear and long-run economy for which Dutch 
Boy jobs are famous. 


PURE WHITE-LEAD — Pigment in thie paint i» «// 

whitelesd! Nothing else but! So you get the unbes\- 

able durabusty of pure white lead and ever 
"s been 


In introducing a new paint preparation to the New England market, National Lead 

Company built its entire announcement around its famous Dutch Boy trademark. 

The advertiser cleverly pays tribute to the thrift for which New Englanders 
pride themselves. (Story on Page |.) 


Druggists Renew 
Fair Trade Drive 
for Cigarettes 


Boston, April 13.—Cigarette man- 
ufacturers who refuse to place their 
products under fair trade will find 
themselves unable to get space in 
windows of drug stores, if members 
of the trade adopt the strategy 
urged this week by the Massachu- 


setts Fair Trade Commission in 
renewing its drive on the tobacco 
industry. 

“United action by the _ retail 


druggists of Massachusetts,” said a 
Commission bulletin, “may bring 
about a realization by cigarette 
manufacturers that they cannot buy 
the retail druggist by a few dollars 
for window display purposes. 

“Do not display in your windows 
cigarette brands which are not on 
fair trade. The only way to keep 
and build up fair trade is to fight 
for it and to let manufacturers who 
don’t play ball know that you are 
not interested in their products.” 


Recommends Strong Stand 


Samuel Silverman, counsel for the 
association, said that the special 
campaign, to last one week, repre- 
sents a protest against the indif- 
ference to fair trade exhibited by 
the majority of cigarette manufac- 
turers. He urged druggists to regis- 
ter their sentiments with manufac- 
turers “who have refused to permit 
a decent profit on the sale of 
cigarettes.” 


“Philadelphia Bulletin” 
Plans Branch Offices 


The Philadelphia Bulletin will 
open its own Chicago office May 1, 
in charge of Charles J. Weil, who 
has been Chicago manager of Verre 
& Conklin. S. G. Salzman of the 
same organization will be a member 
of the Bulletin’s Chicago staff. 

Walter McGill will be manager of 
a new Detroit office for the Bulletin. 


Television “Boom” 
Is Premature, 
Zenith Head Warns 


Chicago, April 13. — Warning 
every radio dealer in the country 
that it will prove equally fatal for 
him or the public to finance the 
television industry’s experiments, 
Commander E. F. McDonald, Jr., 
president, Zenith Radio Corporation, 
today sent a personal message to 
60,000 radio retailers. 

Commander McDonald told the 
dealers that Zenith is at least as far 
advanced as any other set manufac- 
turer in experiments with television, 
since it is operating the only tele- 
vision transmitting station in this 


area. Nevertheless, he said, tele- 
vision is not yet ripe for public 
presentation. 


“When Zenith believes television 
is ready for general use in the store 
and the home,” he_ concluded, 
“Zenith will supply you with tele- 
vision receivers, and not before.” 


Philadelphia BBB 
Opens Ad Clinic 


The first advertising clinic in the 
series planned by the Better Busi- 
ness Bureau of Philadelphia was 
held last week on credit jewelry 
advertising. 

Objectives of this and other 
meetings to follow are elimination 
of abuses in retail advertising and 
education of the retailer on the 
value of consumer confidence. 


May Joins NNPA 


Earl C. May, promotion manager 
of the Journal, Flint, Mich., has 
been elected a member of the Na- 
tional Newspaper Promotion Asso- 
ciation. 


Cranmer Resigns 

J. C. Cranmer has resigned as as- 
sistant general sales manager of 
Canada Dry Ginger Ale, Inc., New 


York, effective June 1. 
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0 THE RECORDS 
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FAWCETT WOMEN’S GROUP advertising revenue 
gain February, 1939, over February, 1938 
P 23.5% 
FAWCETT WOMEN’S GROUP advertising revenue | 


gain March, 1939, over March, 1938 
12.6% 


© 


FAWCETT WOMEN’S GROUP advertising revenue 
gain April, 1939, over April, 1938 


© 


FAWCETT WOMEN’S GROUP advertising revenue 
: gain May, 1939, over May, 1938 


6.7% 


| FAWCETT WOMEN’S GROUP advertising revenue 
gain June, 1939, over June, 1938 


16.3% . 
LARGEST REVENUE ANY ISSUE 
IN FAWCETT HISTORY | 


Doodles inspired by A. B. Reincke 
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Washington, 
While 
ture 


analysis shows 


issue are a triflle 


Circulation 


1,750,000 
1,700,000 
1,650,000 
1,600,000 
1,550,000 
1,500,000 
1,450,000 
1,400,000 
1,350,000 
1,300,000 


LOOK’S first quarter circulation record testifies to the reader loyalty of the mag- 
azine’s vast family audience—a continued recognition of LOOK’S sound editorial 


at 7 , ° . ° . 

é : appeal. @ Reader interest alone built LOOK’S circulation! Reader interest alone 
aS maintains it! It’s the kind of reader interest that pulls buyers back issue after 
Me: issue—that carries every member of over 1,500,000 families through it from 


cover to cover—that brings every reader, young and old, face to face with every 
advertisement. ®© That LOOK delivers as many as four times more actual readers 
for advertising per dollar is not just a theory. Dr. Daniel Starch’s studies prove 
it. Ask a LOOK representative to show you the Starch report on LOOK. 


Advertising Men 
Land High in 
Salary Rankings 


nm, €z 
movie stars and motion pic- 
executives unquestionably get 
the center of the stage in the 1937 
salary rankings, revealed this week, 
presence of 
executives in the ranks of advertis- 
ers, media companies and agencies. 

The salary figures presented in this 
more 
than those which were 


April 


the 


last year, with the current list nam- 
ing only those who drew down more 
than $50,000. 

William Randolph Hearst retained 
top billing among the publishers 
| with a 1937 salary of $500,000. E. F. 
Hummert, vice-president of Black- 
ett-Sample-Hummert, walked off 
with the honors among agency men 
with a total paycheck of $131,614 
which exceeded even that of his 
“boss,” Hill Blackett, president. Mr. 
Blackett cashed $110,000 worth of 
checks, as did J. G. Sample, third 
of the triumvirate. 


Limited to Advertising Men 


The advertiser list appearing in 
ADVERTISING AGE is limited this year 
to those whose titles denote actual 
connection with sales or advertising. 


12.— 


exclusive 
published 


LOOK REPORTS = 
“ON CIRCULATION — 


January 3 


a hao 


Look tie pirect ROvTE To SELL THE WHOLE FAMILY 


New York executives are named 


first in the following list: 

American Woolen Company: Charles 
H. Silver, sales manager, $50,000. Bulova 
Watch Company: S. P. Epstein, sales 
manager, $55,195. Burlington Corpora- 
tion: William Klopman, sales manager, 
$50,016. Cannon Mills: Stanley Phillips, 
vice-president and sales manager, $58,- 


416. Columbia Pictures Corporation: 
Abraham Montague, general sales man- 
ager, $58,033. 
General Foods Figures 

Eastman Kodak Company: H. C. 
Sievers, vice-president in charge of sales 
and advertising, $54,229. Geffen Indus- 
tries, Inc.: Joseph Applebaum, general 
and sales manager, $71,402. General 
Foods Corporation: Ralph S. Butler, 


vice-president in charge of advertising, 
$55,525 (1936); Austin S. Iglehart, vice- 
president in charge of sales and mer- 
chandising, $90,000. 

General Foods Sales Company: 
Whiteman, vice-president in 


Carl 
charge of 


merchandising, $55,625. Gimbel Brothers: 
Kenneth Collins, publicity manager, $57,- 
500. Hayward Schuster Company: V. 
W. Gottschling, sales manager, $62,074. 

R. H. Macy & Co.: Paul M. Hollister, 
executive vice-president, $50,500; Delos 
Walker, vice-president, $81,810. National 
Distillers Products Corporation: Thomas 


F. Balfe, In charge of sales, $50,000. 
R. K. O. Radio Pictures: Jules Levy, 
general sales manager, $51,400. Russell, 


Burdsall & Ward Bolt & Nut Company: 
Harry O. McCully, sales manager, 
$89,618. 

Schenley Products Company: Louis E, 
Golan, vice-president and general sales 
manager, $50,000. Standard Brands: D. 
P. Woolley, vice-president in charge of 
merchandising and advertising, $55,000. 
United Artists Corporation: A. W. Smith, 
Jr., sales manager, $52,000. 

Colgate-Palmolive-Peet Company: E. 
H. Little, vice-president in charge of 
sales and advertising, $50,000. Monroe 
Calculating Machine Company: L. H. 


Forbes, sales manager, $59,942; William 


March 28 


41,425 


r 


Circulation Record 
Since LOOK Started 


1937 


2nd In Average News- 
stand Sale Per Issue 
Among All Magazines. 


1938 


Ist In Average News- 
stand Sale Per Issue 
Among All Magazines. 


G. Zanglein, vice-president, $67,499. 
Talon, Inc.: S. M. Kinney, sales man- 
ager, $70,088. Coca-Cola Company: Har- 
rison Jones, vice-president in charge of 
bottling sales division, $54,000. Borg- 
Warner Corporation: H. E. Blood, ex- 
ecutive vice-president, $146,775. Mont- 
gomery Ward & Co.: F. M. Folsom, 
vice-president in charge of general mer- 
chandising, $69,140. Sears, Roebuck & 
Co.: D. M. Nelson, vice-president, $50,- 
000. Ford Motor Company: W. C. 
Cowling, sales manager, $71,761. 


Top Agency Men 


Batten, Barton, Durstine & Osborn 
Bruce Barton, chairman, $56,750; Roy S. 
Durstine, president, $84,116. Benton & 
Bowles: Chester Bowles, chairman, $52,- 
000; Atherton W. Hobler, president, $54,- 
000. Brown & Tarcher: Stanley A 
Brown, chairman, $59,841; Jack D. Tar- 
cher, president, $56,276 

Donahue & Coe: E. J. Churchill, 
president, $92,300. Esty & Co.: William 
Cc. Esty, president and treasurer, $100,- 
000; James S. Yates, vice-president, $62, - 
500. J. Stirling Getchell, Inc.: J. Stirl- 
ing Getchell, chairman, $60,000. Arthur 
Kudner, Inc.; Arthur Kudner, president, 
$102,481, 

Lennen & Mitchell: Philip W. Lennen, 
president, $80,000. Phillips H. Lord, 
Inec.: Phillips H. Lord, president and 
treasurer, $65,000. McCann-Erickson : 
H. K. McCann, president, $54,999. Ruth- 
rauff & Ryan: F. B. Ryan, president, 
$50,000; W. B. Ruthrauff, vice-president, 
$50,000. 

J. Walter Thompson Company : 
ley Resor, president. $90,140; John U. 
Reber, vice-president, $80,140; Henry T. 
Stanton, vice-president, $55,045. Young 
& Rubicam: Chester J. La Roche, presi- 
dent, $59,500; Raymond Rubicam, chair- 
man, $67,500. 

Blackett - Sample - Hummert: Hil! 
Blackett, president, $110,000; J. G. Sam- 
ple, treasurer, $110,000; E. F. Hummert, 
vice-president, $131,614. 

Buchen Company: Walther Buchen, 
president, $50,810. Lord & Thomas: 
M. L. Foreman, vice-president, $54,583 ; 
A. D. Lasker, president, $52,416; D. M. 
Noyes, vice-president, $88,512; S. R. 
Coons, executive vice-president, $132,367. 
Needham, Louis & Brorby: J. J. Louis, 
vice-president. $73,436. Roche, Williams 
& Cunnyngham: J. P. Roche. president, 
$64,444. Stack-Globe Advertising Ag- 
ency: E. R. Goble, president, $60,000; 
John A. Butler, copywriter, $52,929. 

American News Company: Harry 
Gould, president and treasurer, $60,000; 
M. A. Morrissey, vice-president, $50,000. 
American Newspapers: W. R. Hearst, 
publisher, $61,871. American Weekly, 
Inc.: Mortimer Berkowitz, president, 
$265,225; M. Goddard (deceased) editor, 
$85,000. Associated Press: Kent Cooper, 
general manager and secretary, $63,947. 

Brooklyn Daily Eagle: H. Preston 
Goodfellow, president, $53,141. Collier 
Advertising Service: W. B. Nesbitt, 
merchandise counsel, $50,000. Columbia 
Broadcasting System: William S. Paley, 
director and president, $190,196; Edward 
Klauber, director and _ vice president, 
$80,540. 

Crowell Publishing Company: Thomas 
H. Beck, president, $85,240; Gertrude B. 
Lane, vice-president, $52,740; Lee W. 
Maxwell, director, $75,240; Albert E. 
Winger, vice-president, $70,240. Daily 
Mirror, Inc., (New York): Charles B. 
McCabe, publisher, $56,535; Kenneth 
Kling, cartoonist, $51,852; Walter Win- 
chell, columnist, $51,699. 

Funk & Wagnalls Company: R. J. 
Cuddihy, general manager, $53,700. Gan- 


Stan- 


nett Company: Frank FE. Gannett, 
president, $60,000. 
Hearst Enterprises, Inc.: Rodney FE. 


Boone, general manager, $82,499; H. M. 
Bittner, general manager, Hearst News- 
papers, $60,192; T. J. White, genera! 
manager, Hearst Enterprises, $88,082; 
Helen Bodine, writer and editor, $52,010. 
Hearst Magazines: R. E. Berlin, vice- 
president and general manager, $65,817; 
William F. Bigelow, editor, $52,000. 
Kelly-Smith Company: Cornelius F. 
Kelly, president and treasurer, $56,750 

McCall Corporation: William B. War- 
ner, president, $108,221. Frank A. Mun- 
sey Company: William T. Dewart, pres- 

(Continued on Page 32) 
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ADVERTISING AGE 


IF WISHES WERE 


HEN beggars could ride, goes the 

nursery rime, and though today s 
wishes are most often for automo- 
biles the maxim still holds true. It 
takes more than a bare subsistence 
standard to afford car ownership, 
and even in prosperous Washington 
it pays advertisers to select pros- 
pects carefully. 


Four out of every five of the new 
cars bought in Washington are reg- 
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ee 
ee 
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istered in the ““A Market’ neighbor- 
hoods, which contain 67% of the 
families but account for 80% of the 
purchases. Concentrate your sales- 
manship~— both personal and printed 
—in these areas and you'll be de- 
lighted with your increased sales and 
your lower sales cost -- whether you 
sell automobiles or anything else. 


The way to concentrate in Wash- 
ingtons “‘A Market” is to use The 
Washington Post. 


The Washington Post 


WASHINGTON’S HOME MORNING NEWSPAPER 


The only paper to increase its share of all advertising 
placed in Washington each year for the past five years. 


OSBORN, SCOLARO, MEEKER & CO. 


FENGER-HALL, Pacific Coast 
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ADVERTISING AGE 


April 17, 1939 


Puppets Dramatize 
Oil Industry Story 
in New Type Film — 


''Stop-Motion"” Tech- 
nique Results in Novel 
Show for Consumers 


(Picture on Page 35) 

New York, April 13.—A new type 
of industrial film will make its bow 
at the New York World’s Fair when 
Petroleum Industry Exhibition, Inc., 
representing the country’s leading 
oil companies, presents a_ screen 
version of “Pete Roleum And His 
Cousins.” 

The film is an animated cartoon, 
but differs radically from the “Snow 
White” technique. Instead of draw- 
ings the figures are small puppets, 
designed to represent the various 
products marketed by the industry. 
They have a common family re- 
semblance in that their bodies are 
all shaped like drops of oil but their 
characters and faces differ marked- 


| “stop-motion” 


ly. They bear such descriptive 


names as “Stinky-Lube,” “Grease 
Boy,” ““Miss Polish,” and “Hi Test.”’ 

The technique employed in mak- 
ing “Pete Roleum” is known as 
and has never be- 
fore been used in this country. The 
only other film ever made by the 
process was “The New Gulliver,” 
one of the major achievements of 
the Russian motion picture industry. 

The petroleum industry has every 
right to use the usual Hollywood 
terminology such as “gigantic,” 
“colossal” and “stupendous” in de- 
scribing the opus, guests at a pre- 
view agreed this week. The film 
was almost a year in the making, is 
said to have cost more than any 
other industrial film, and employed 
the services of leading figures in the 
theater and puppet world. 

More than 20 characters move 
across the shifting scene in this 
epic which begins with the era when 
covered wagons creaked across des- 
ert trails, and ends with today’s 
sleek automobiles speeding along 


| way plays. 


‘camera may be stopped 20 times or 


more in filming the raising of an 
arm and at least a few times in the 
blinking of an eyelid. Despite the 
laborious method of filming, an 
amazingly smooth effect is attained. 
Although the puppets are only about 


four inches tall, when thrown upon | 


the screen they will be eight feet. 
Thus, extreme care had to be taken 
to reproduce gestures and facial 
grimaces accurately. 

The picture has a _ comedian, 
“Soapy Sailor,” who does a horn- 
pipe dance on a bar of soap. It has 
love interest in the person of Miss 
“Suntan Oil” and there is even a 
puppet heckler who challenges Pete 
Roleum to explain what happens to 
ithe dollar the consumer spends on 
petroleum products. 
Technicolor and lasts 20 minutes. 
| The production has a musical 
'score written by Hans Eisler, and 
was directed by Joseph W. Losey, 
| producer of many successful Broad- 
The puppets were cre- 


silently on proper lubrications. The |ated by Lou Bunin, who has ex- 


puppets are extremely flexible and 


ecuted many of the Tony Sarg 


their faces run the gamut of human | marionettes and designed some of 


emotions. 
The term “stop-motion” is de- 


rived from the technique of break- | 


|the Macy Thanksgiving Day parade 


figures. 
The oil companies participating 


ing down each movement into its|in sponsorship of the film include 
component parts, filming it, and | Richfield Oil Corporation of New 
then continuing the movement. The | York, American Oil Company, Gulf 


You could have knocked sales- 
man Tolly over with a wisp of 
cellophane. After calling re- 
peatedly on M— Co. with no 
encouragement, 


after bruis- 


ing his brains on a Maginot line for many 


months, he was getting a good-sized order. 


$$$ “We want you to rush it,” said the M 


Co. purchasing agent. 


$$$ Who is “WE”? The purchasing agent? 


Who IS 


Wh? | 
@ = Journal 
cent of 


executiv 


ment, many months’ selling effort 


effective. 


$$$ That's how The Wall Street 


helps to make sales. 86 per 
its circulation is read by 
es at their desks — where 


they readily consult with their associates. 
get further facts, and buy. 


$$$ It gives you, per advertising dollar. 


more readers who are active management- 


The M— Co. general manager,whom 


Tolly had twice been able to see? 


Tolly didn’t know. 


$$$ For the 


is in the president’s office. 


president had called in his general 
manager one morning to talk about 


Tolly’s product advertised in 
Wall Street Journal. From that 


record, the answer 


WALL 
STREET 
JOURNAL 


The 


The 


mo- 


fl|S essen cece 


desea i. 


executives of | 


ndustrial corporations with 
assets of over $1,000.- 
000 than any other pub- 
lication — magazine or 

newspaper. 

$$$ So use The Wall 

Street Journal to moti- 

vate the buying voice 


behind “we.” 


at point of sale 


The film is in| 


COPY BREVITY FEATURES CIGAR CAMPAIGN 


| 


10¢ QUALITY 


EVEN ON A DESERT ISLE 
LIFE IS A SMILE When You Can Smoke— 


SAME FAMOUS EL VERSO 


| ei 


+++. NOW 


| Short punch lines carry the burden in a new campaign launched by Diesel-Wem- 


mer-Gilbert Corporation for El Verso, Jr. cigars. 


(Story on Page 22.) 


|Oil Corporation, Shell Union Oil 
Corporation, Sun Oil Company, At- 
lantic Refining Company, Sinclair 
Refining Company, Pure Oil Com- 
pany, Cities Service Oil Company, 
The Texas Company, Standard Oil 
Company of New Jersey, Socony- 
Vacuum Oil Company, Inc., Tide 
Water Associated Oil Company, 
Phillips Petroleum Company, and 
| Ethyl Gasoline Corporation. 


Rudolph Opens Office 


Richard B. Rudolph, for the past 
ten years in the advertising depart- 
ment of the Baltimore News-Post 
and Sunday American, has started 
a telephone merchandising service 
at Charles and Mulberry streets, 
Baltimore. The service consists of 
surveys by telephone, door-to-door 
and on the street. 


Sales Rise 259°, 


Use of newspaper advertising by 
the Rio Grande Valley Citrus Ex- 
change increased sales 259 per cent 
last season, according to Advertis- 
ing Facts No. 18, by the promotion 
and research department of the Bu- 
reau of Advertising, American 
Newspaper Publishers Association. 


Hudson Launches | 
Largest Spring 


Drive in History 


Detroit, April 12.—Hudson Motor 
Car Company today enlivened pro- 
motional interest in the automotive 
field with plans for the largest 
spring campaign in company his- 
tory. Copy is scheduled to break this 
week in 1,700 newspapers, with 
magazine insertions and outdoor 
posters to follow. 

Tying in with the start of the 
campaign is a_ series of dealer 
meetings to stimulate retail interest 
and to help the salesman to gain full 
benefit from company advertising. 

The magazine list includes 36 
general, farm and business publica- 
tions with the bulk of the copy 
scheduled for April, May and June. 

Brooke, Smith & French is the 
Hudson agency. 


To Griswold-Eshleman 


The Fleetwing Corporation, 
Cleveland, has named Griswold- 
Eshleman Company, Cleveland, to 
handle its advertising. 


$9,000,000 in 


| —in construction projects 


under way here this 
year, NOT including 
residential, business or 


industrial construction. 


$5,000,000 


—being spent here for 
industrial expansion. 


cover 


A copy of 


THIRD 
LARGEST 
MARKET 


IN ILLINOIS 
OUTSIDE 


WHAT'S YOUR TEST of a MARKET? 


| IS IT POPULATION? 


DISPATCH-ARGUS circulation gives you 9 out 
of every 10 homes without duplication in Rock 
Island-Moline or 57.1% of the total city popu- 
lation of this 


IS IT BUYING ACTIVITY? 


Rock Island-Moline people buy 51.9% of the 
food, 58% of the drugs, 59% of the cars sold 
this entire market 


IS IT STABILITY? 


This market is highly diversified which means 
that it responds promptly to 
stubbornly 
GROWING market 


If you cannot afford four papers to 
this entire market, 
PATCH-ARGUS and win your share of 
the biggest part of this market. 


WRITE FOR THIS BOOK Te 


“The Tri-Cities—A Market Worth Looking 
Into’’ will be sent promptly on request. 


eect ~IN PAYROLL . 
SNE in the UNITED STATES 


entire market. 


recoveries and 


resists slumps—an ACTIVE and 


use DIS- 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


New York 


Chicago Detroit St. Louls 
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OUT TODAY! 


THE FIRST COMBINED ISSUE OF 


FARM JOURNAL wz 


eer Ry \ | 5 
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\ 
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TWO COVERS 
TWO CONTENTS! 


Thus is climaxed one of the most 
dramatic ‘marriages of all time. 


; ae 


MORE THAN 


2 400,000 


My NET PAID 


THE LARGEST RURAL 
MAGAZINE IN HISTORY. 


THE SIXTH LARGEST 
NATIONAL MAGAZINE 
IN AMERICA. 


THE LARGEST HOME. 
DELIVERED CIRCULATION 
OF ANY MAGAZINE 
IN THE WORLD. 


rine Vi fe 


GRAHAM PATTERSON, Publisher 
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Teasers Aveur 
New York-Chicago 
Non-Stop Flights 


Chicago, April 13.—Subordinating 
names of the ships and other date 
to the three hours at which non- 
stop service will be available both 
ways between New York and Chi- 
cago beginning next Sunday, Amer- 
ican Airlines, Inc., used teaser ad- 
vertising in newspapers of the two 
cities this week to impress on the 
consciousness of travelers the fig- 
ures 12, 3 and 5. Several interest- 
ing devices were introduced to give 
remembrance value to these nu- 
merals. The face of a huge clock, | 
with the three significant figures 
in bold numerals, was one of the 
methods used. 

Formal announcement of the new 
service will be made in newspapers 
of the two cities next Monday. 
Again, copy will emphasize the con- 
venient time of departure, rather 
than the names of the flights, the 
“American Eagle” and “American 
Mercury.” An announcement ad- 
vertisement will also appear in The 
New Yorker. The 3 o’clock flight 
is a new one. 

The added Chicago-New 
non-stop service gives 
Airlines three one - stop 
from Boston to Chicago, 
Boston at 10:15 a. m. and 1:15 and 
3:15 p.m. Newspaper advertising 
in Boston will feature this service 
during the latter part of April, 
Charles A. Rheinstrom, vice-presi- 
dent in charge of sales said. Mr. 
Rheinstrom also emphasized that 
advertising of the Chicago - New 
York non-stop flights will make it 
clear that these are specialized ser- 
vices, rather than part of any trans- 
continental schedule. 


Dog Food to Wagenseil 


Hero Dog Food Company, Day- 
ton, O., manufacturer of a dry dog 
food, has named Hugo Wagenseil & 
Associates, Dayton, for a news- 
paper and radio campaign. 


York 
American 
services 
leaving 


KEY FIGURES GET EMPHASIS IN NEW DRIVE 


: 


ti 


Tatk ABOUT FIGURES! 


ee 


WATCH FOR ANNOUNCEMENT ABOUT. . 


O'CLOCK O'CLOCK O'CLOCK 
NOON... PM... P.M. 


AMERICAN AIRLINES Jac. 


To impress the departure hours of its fast plane specials, American Airlines used a series of teaser advertisements in New 


York and Chicago newspapers, preceding announcement of its special flight schedule. 
are shown here. Copy also appeared in The New Yorker. 


Urges Business 
to Counteract 
Insidious Attacks 


Chicago, April 13.—Business must 
use propaganda to offset unfavor- 
able propaganda aimed against the 
capitalistic system, Lee Bristol, vice- 
president of the Bristol-Myers Com- 
pany, New York, and _ former 
chairman of the Association of 
National Advertisers, told the Chi- 
cago Federated Advertising Club 
today. 


Consumers Want Control 


Reviewing the trend of recent 
years and the criticisms directed 
against advertising as the suppos- 
edly vulnerable section of business, 
Mr. Bristol said that the pendulum 
has swung too far. Many of the 


political and so-called consumer 
groups are aiming not merely to 
shackle advertising per se, he 


pointed out, but to control the entire 
economic system of America. The 


ANOTHER LEIGH-EPOK 


Two of the preliminary insertions 


time has come for business and ad- 
vertising to challenge these extreme 
concepts, he declared. 


FTC a Powerful Body 


The speaker said that few people 
realize that the added powers given 
to the Federal Trade Commission 
through the Wheeler-Lea bill have 
armed that body with the greatest 
authority ever given to a bureau- 
cratic organization in this country. 
On the other hand, he endorsed the 
fair trade laws made possible under 
the Miller-Tydings bill, and said that 
they protect advertisers and their 
retailers against the “gate-crashers” 
who try to capitalize the franchise of 
good-will won through the advertis- 
ing efforts of manufacturers over a 
long period. 

Mr. Bristol mentioned as examples 
of the kind of propaganda which 
will help to create better under- 
standing of business and offset the 
attacks made upon it, the recent 
book of the Scripps-Howard News- 
papers, declaring, “Business made 


ment”; the movie of the Crowell 
Publishing Company, “Yankee 
Doodle Goes to Town,” and the new 
motion picture of Liberty, to be 
shown at the New York World’s 
Fair. This, he said, is a splendid 
defense of the American way of do- 
ing things. 


Kansas Brewers Drive 


The Brewers and Kansas Beer 
Distributors Committee used copy 
in all newspapers of the state ac- 
cepting beer advertising last week 
to publicize its fight against law- 
breaking retail beer outlets and the 
organization of a self regulatory 
committee to see that ethical stand- 
ards are maintained in retail outlets. 


New B&O Drive 


The Baltimore & Ohio Railroad 
has launched a newspaper campaign 
in the East, featuring its newly in- 
augurated stewardess-nurse service 
on the National Limited. Richard 
A. Foley Advertising Agency, Phil- 
adelphia, handles advertising for the 
Eastern territory. 


Midwest Dailies 
Approve ANPA 
$400,000 Budget 


Chicago, April 12.—The voluntary 
underwriting campaign of the Bu- 
reau of Advertising of the American 
Newspaper Publishers Association 
moved a step nearer fulfillment at 
a meeting here last night, when con- 
siderable progress was reported in 
the bureau’s effort to build up a 
fund of $400,000 per year for a 
three-year sales and research pro- 
gram. 

Although no figures were released 
on the total amount subscribed to 
date, it is understood that the proj- 
ect gained the support of leading 
publishers in the Midwest who at- 
tended the meeting. A previous 
meeting was held in New York in 
February, and further meetings in 
other cities are planned. 

Frank E. Tripp, general manager, 
Gannett Newspapers, and chairman 
of the underwriting committee, pre- 
sided at the meeting. Col. J. O. 
Adler, general manager, New York 
Times, and William C. Chandler, 
business manager, Scripps-Howard 
Newspapers, both members of the 
committee, were among those pres- 
ent. Edwin S. Friendly, business 
manager of the New York Sun, and 
chairman of the ANPA committee 
in charge of the bureau, also at- 
tended. 

James G. Stahlman, publisher of 
the Nashville Banner, and president 
of ANPA, spoke in support of the 
plan. The bureau was represented 
by William A. Thomson, director, 
and Wilder Breckenridge, sales 
manager. 

The bureau has been operating on 
an annual budget of $170,000. Mem- 
bership has been doubled since the 
drive started and now includes 
about 700 papers. The additional 
money received from these member- 
ships is being used to set up an 
aggressive promotion and research 
department, and to establish a new 
sales department. 


READY MAY 10 ©- atiantic city BOARDWALK 


14, ELECTRIC SIGN 


FOR FINE WHISKIES AND GIN 


« IA TELEVISION 


mercial a minute. 


LIGHTS.” 
Saturday nights. 


electrical advertisement: 
1. Circulation— 

16,000,000 yearly visitors. 
2. Size— 

4 stories high 


3. Brilliance— 
4100 special imported lights. 
4. Flexibility— 


sithouettes—sales copy 
5. Location— 


May we tell you more—? 


Why Atlantic City? 


“SHOW-IN-LIGHTS.”’ 


Atlantic City. 


available 


14 MOVIE 


4100 LIGHTS THAT 
“ENTERTAIN AS THEY SELL” 


ANIMATED CARTOONS 
SILHOUETTES 
SALES COPY 


Sold Sensibly on the basis of six months’ operation 
each year 

STOP your customers with a 10 minute animated-cartoon-in-Lights. 
show in 4100 lights with 10 sales messages interspersed with cartoons—a com- 
" Have you seen the famous Wilson Whiskey and Old Gold 
Leigh-Epok signs on Broadway? Now Atlantic City’s 16,000,000 yearly visitors 
will see another Leigh-Epok spectacular. 
hurry—they have plenty of time to STAND OR SIT through your “SHOW IN 

Your sign will run from sunset to 1 A. M. nightly and al! night 


A free 


No one in Atlantic City is in a 


This amazing electric sign will have ALL THE ELEMENTS of a successful 


4000 square feet of advertising area 
(equals size of twenty-three 24-sheet posters.) 


Constantly changing copy for 10 minutes—then repeat—cartoons— 


Central Pier—the very center of the Boardwalk—unequalled in position. 


1. Because this year they list 124 conventions—98 of which wil! gather 
between April 15th and October 15th. 


2. Because NO ONE is in a hurry—plenty of time to see and enjoy your 


3. Because here class and mass alike spend days, week-ends and vacations i.e. 
Hotel rates range from $1.00 to $25.00 daily. 
4. Because World Fair Railroad tickets include 


“Stop-Off’ privileges for 


P. S$.—Another cartoon spectacular is under construction in Boston—BUT 
ALREADY SOLO—However others in 


America’s key cities will soon be 


DOUGLAS LEIGH INC. 


45 ROCKEFELLER PLAZA, NEW YORK CITY 


DOUGLAS LEIGH BUILDS AMERICA’S GREATEST SIGNS 
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ADVERTISING AGE 


THEY NEVER SAW THE 


BUT THEY KNOW HOW IT RATES 


® Start talking about “lines” to a farmer and he 
pictures that new terrace line he is running. Men- 
tion “agency” to him and he thinks of the place 
he goes to buy his new tractor. .. There are 237,000 
of these fellows in the Southwest who never heard 
of a rate card, never saw an A.B.C. statement, 
never called on a space buyer, but they do know 
their farm papers. 

On the A.B.C. statement they appear as “NET 
PAID, Excluding Bulk.” In the files of The 
Farmer-Stockman they are Wheat Farmer Jones, 
Livestockman Smith or Cotton Farmer Brown . . . 
live, progressive farmers upon whose ability to 
farm the prosperity of the entire Southwest 
depends. To Farmer-Stockman editors they are 


friends whose latchstrings are always out. To 


~~" 


these folk The Farmer-Stockman is a welcome 
visitor twice each month. 

With a continuously constructive and progres- 
sive editorial policy The Farmer-Stockman has for 


thirty years been a living, breathing part of the 


WITH THEM! 


business, community and home life of its subscrib- 


ers . . . has guided their thinking along avenues 
leading to better farming and higher standards of 
living . . . has attracted the largest following of 


any farm paper in the Oklahoma-Texas area. 


De FARMER-STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. @ THE OKLAHOMAN AND TIMES @ MISTLETOE EXPRESS @ WKY, OKLAHOMA CITY 


KVOR, COLORADO SPRINGS @ ELZ, DENVER (Affiliated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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ADVERTISING AGE 


April 17, 1939 


Erie Club Makes 
Huge Success 
of Essay Contest 


Entire County Covered; 
Full Pages in Local Dai- 
lies Aid Competition 


Erie, Pa., April 13.—‘A promo- 
tion which began as a friendly ges- 
ture of cooperation has developed 
into the greatest single venture ever 
successfully undertaken by this or 
any other advertising club.” 

“That statement,” according to 
the Erie Advertising Club’s bulletin, 
“broad as it is, scarcely indicates 
the scope and coverage of the Erie 
Advertising Club’s local sponsor- 
ship of the fourth annual ADVERTIS- 
ING AGE essay competition on the 
subject, ‘How Advertising Benefits 
the Consumer.’ ’ 

Every teacher of English, sales- 
manship and advertising in every 
educational institution of high 
school or college grade in the city 
and county has been personally 


| contacted, and in every school the 
subject is being given as a class 
assignment, according to R. W. Hall, 
chairman of the committee in 
charge. Personal contacts resulting 
in hearty cooperation of each ad- 
ministrator in the several local edu- 
cational systems have also been se- 
cured. 


Develop Page Advertisement 


One of the most unusual local 
developments was the production of 
a complete newspaper page in 
which the contest is played up, and 
in which 14 local institutions joined 
to present brief messages describ- 
ing the benefits of advertising to 
consumers. The page was produced 
by the club’s committee, and has 
appeared in both local papers. In 
addition, three of the county papers 
are planning to run the page, and 
are soliciting the support of local 
advertisers in this connection. 

In every town in the county 
which has a newspaper the news- 
paper has been personally con- 
tacted, and in every instance is not 
only giving considerable space to 
the competition, but is also offering 
a small prize for the best essay 
from its local school. 

The writers of the best essays 
from each participating school will 


be the guests of the Erie Advertis- 


ing Club at its May meeting. An | 
engraved plaque will be presented | 
by the club to the writer of the 
best essay from the city high 
schools; another to the best from 
the county high schools; and a third 
to the best college essay submitted. 
In addition, if any local student 
wins one of the first awards in the 
national competition, the advertis- 
ing club will outfit the winner for 
the trip to the New York World’s 
Fair and the Advertising Federation 
of America convention, where he 
will be the guest of ADVERTISING 
AGE. 

The local contest will close April 
15, and all essays submitted will be 
sent on to ADVERTISING AGE for 
judging in the national competition. 


Public Is Taught 


“Probably the most gratifying re- 
sult of the tremendous effort which 
has gone into this campaign is the 
growing awareness on the part of 
the entire local reading public that 
there are sound and _ reasonable 
consumer benefits from advertising 
... benefits of social as well as eco- 
nomic significance,” says the adver- 
tising club’s bulletin. “Although 
the competition is directly aimed at 
high school and college students, 
the publicity which it has occa- 
sioned has materially increased the 


5,000 Watts Day 
1,000 Watts Night 


REQUENCY 


THAT MAKES FOR EASY 
PLEASANT LISTENING FOR 
399,540 MID-SOUTH RADIO 

HOMES MEANS 


A FREQUENCY 


OF SALES FOR WMC’S 
NETWORK, NATIONAL, 
AND LOCAL ADVERTISERS 
(WHO NUMBER MORE THAN 
THOSE OF ANY OTHER MID-SOUTH 
RADIO STATION) ASSURING 


A FREQUENCY 


OF MENTION FOR WMC 
WHENEVER THE QUESTION 
OF REACHING MEMPHIS 
AND THE MID-SOUTH LOOMS UP 


P. S. Which is Frequent! 


WMC 


NBC 


RED NETWO 
owned and operated by 


THE COMMERCIAL APPEAL 
“The South's Greatest Newspaper” 


ADVERTISERS GIVE SUPPORT TO ESSAY CONTEST 
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This full-page newspaper advertisement 


business concerns joined to present brief 


store of general knowledge upon a 
subject of genuine importance to 
every person who buys or sells 
merchandise. ‘Several issues ago we 
told you that this job was big 
enough to require the united serv- 
ices of every man in the club. We 
still maintain that we were right. 
Yet this herculean task has been 


RK 


NATIONAL 


REPRESENTATIVE: THE BRANHAM COMPANY 


carried to a successful conclusion 
by the singlehanded and unaided 
| efforts devoted to it by Ray Hall. 
His was the vision. His were the 
|; accomplishments. And his, too, are 
| the deep and sincere thanks of the 
entire membership.” 


Closes April 23 


The national contest conducted 
by ADVERTISING AGE, with which the 
Erie club is cooperating, calls for 
essays of not more than 1,000 words 
on “How Advertising Benefits the 
| Consumer.” <A total of $1,000 in 
|cash prizes, plus two all-expense 
| trips to New York, is being awarded 
| by ADVERTISING AGE, and more than 
|30 newspapers and advertising 
clubs, in addition to the Erie Ad- 
vertising Club, are conducting local 
| contests in their localities, The na- 
| tional contest closes April 23. 


| _—_————— 


| 
Simplify NIAA Survey 
on Industrial Budgets 

The National Industrial Adver- 
tisers Association has simplified the 
questionnaire to be used in compil- 
ing its survey this year on expen- 
| diture of industrial advertising 
budgets, according to Frederic I. 
| Lackens, advertising manager of the 
|Hays Corporation, Michigan City, 


|Ind., head of the committee in 
| charge. 
| Questionnaires will be mailed 


|shortly to more than 3,000 manufac- 
|turing plants, both members and 
;/non-members of the NIAA. All 
_who cooperate will receive a free 
| copy of the report. 


F riedman Marks 50 Years 
| J. Friedman & Co., New York, 
has begun celebration of its 50th 
‘ ounbveneny with an extensive cam- 
paign for its new fall line. Copy, 
|emphasizing Rockora and Scots- 
tweed topcoats, was prepared by 
| Reiss Advertising, New York. 


Draper Joins Shellmar 
Thayer P. Draper, formerly with 
; Lennen & Mitchell, New York, has 
joined the sales staff of Shellmar 
Products Company, New York. 


oe 


was a dramatic tribute to the Advertising Age essay contest. 
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DAVIES end McKINNEY 


Ad vortaung Conrad te Selon 


sponsored by the Erie Advertising Club 
Fourteen local 
messages on the value of advertising to 


the consumer. 


Dad Looks Into 
the Future on 
the Gift Question 


New York, April 12.—Possibly 
realizing that he’s the guy who may 
eventually foot the bill, Papa re- 
veals himself as being rather con- 
servative in his choice for a 
Father's Day gift, with shirts rank- 
ing first, according to a Parents’ 
Magazine survey. 

The survey, covering a represen- 
tative group of dads in all sections 
of the country, revealed them list- 
ing socks and ties as second and 
third choice. Pajamas were fourth. 


Other choices were ranked as 
follows: electric shavers, movie 
cameras, fishing tackle, midget 


radio, traveling bag, and bedroom 
slippers. 


DeGarmo Opens Agency 

Louis DeGarmo has resigned as 
president of Fulton, DeGarmo & 
Ellis, New York, to open his own 
agency under the name of DeGarmo 
Corporation. 
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FTC Challenges 
Corn Cure Copy, 
Famous Trademark 


Washington, D. C., April 13.— 
A trademark of many years’ stand- 
ing was attacked in a complaint is- 
sued this week by the Federal 
Trade Commission against Fels & 
Co.. Philadelphia, alleging that 
“Fels Naptha” soap chips contain 
neither a sufficient amount of nap- 
tha nor of any other petroleum dis- 
'  tillate to warrant being labeled as 
4 , naptha product. The Commission 
also moved against Wyeth Chemical 
Company, Jersey City, manufactur- 

er of Freezone. 
The complaint against Fels & Co. 


« bliaae 


was inspired by copy asserting, ac- 
cording to the FTC, that Fels Nap- 
tha soap chips is a superior deter- 
gent because of its naptha content; 
that it contains a sufficient amount 
of naptha to enhance substantially 
its value and cleansing power, and 
that it reaches the consumer con- 
taining a sufficient amount of nap- 
tha to be effective. The Commis- 
sion alleges that these representa- 
tions are exaggerated and mislead- 
ing and requires an answer within 
20 days. 


Corns Lack Roots 


The complaint against Wyeth & 
Co. charges that claims for Free- 
zone are not only false and mislead- 
ing, but are based on a misconcep- 
tion of the formation of corns and 


callouses—spelled without the “o” 
by the FTC. 

“In newspaper, periodical and 
radio advertising,” recited the com- 
plaint, “the respondent represented 
directly and by implication that 
corns have roots, and that its prep- 
aration will remove such roots, will 
deaden pain caused by corns, and 
prevent its recurrence, and that the 
entire corn can be removed by use 
of the fingers through one applica- 
tion of the preparation. 

“In fact, corns do not have roots, 
and consequently the preparation 
will not remove roots. While Free- 
zone may have an analgesic effect 
and mitigate the pain, it will not 
deaden it and prevent recurrence. 
Neither can the entire corn be re- 
moved by the use of the fingers 


through one application of Freezone, 
as it is necessary to make repeated 
applications and remove the corni- 
fied layers gradually by peeling off 
the tissue dissolved after each ap- 
plication.” 


Joins “Parents” 


Gilbert G. Southwick has joined 
the Eastern advertising staff of 
Parents’ Magazine, New York, in 
charge of children’s wear and 
fashion advertising. He was for- 
merly advertising manager of 
Mademoiselle. 


Fathauer Appointed 


Walter H. Fathauer has been 
appointed sales promotion manager 
of Stearn Street Car Advertising 
Company, Cleveland. 
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Sell the First Million First 


¢ NATIONAL GEOGRAPHIC MAGAZINE + WASHINGTON, D. C. 
NET PAID CIRCULATION EXCEEDS 1,000,000 


ce 
é 7 % 


REMEMBER HER? 


The little girl with the “upside-down 
stomach," who occupied newspaper 
headlines four years ago, has blossomed 
into this lovely creature with the title, 
“1939 Swim for Health Week Girl.” Her 
name is Alyce Jane McHenry and—in 
case you're interested further — she 
weighs 116 pounds, stands 5 feet 7 
inches, has a 34-inch bust, 25-inch waist, 
and 34-inch hips. The week will be pro- 


Action; ICS Gets 
One from 1904 Ad 


Scranton, April 13.—What may 
well be a record for long-term re- 
sults from advertising was reported 
this week by the advertising de- 
partment of International Corre 
spondence Schools, upon receipt of 
a coupon from a magazine inser- 
tion 35 years old. 

The printing on the coupon had 
faded, but investigation revealed 
that it was from an advertisement 
which ran in Ladies’ Home Journal 
soon after the turn of the century. 

The man who sent the coupon 
reported he lives in a room papered 
with pages of old magazines. He 
declared that he had been studying 
the ICS ad for years, and finally a 
decided it was time to clip the cou- ; 
pon and send it to Scranton. 

An interesting testimonial from a 
Chinese student is being used in 
current ICS copy in magazines. The 
half-page insertion includes a letter 
from Chien Te Shen, who was 
forced to flee his home when the 
Japanese army struck. He lost his 
ICS texts, and wrote from Changsa, 
China, to Scranton to request dupli- 
cates. 


Columbus Ad Club 
May Continue Drive 


The campaign to “advertise ad- ’ 
vertising,” launched in October by a“ 
the Advertising Club of the Colum- a 
bus Chamber of Commerce may be — 
continued in other Ohio towns and 
cities, according to a recent report 
issued by the club. 

The Columbus campaign was di- 
rected by Harold R. Lee, sales 
manager of Terry Engraving Com- ir 
pany and president of the club, : 
with Al W. Hedrick, of Harry M. : 
Miller, Inc., serving as chairman of 
the public relations committee. 
Newspapers, radio, car cards and 
outdoor posters were used. 


“Dallas News” Issues 


New Texas Almanac 

The Dallas Morning News has is- 
sued the 1939-40 edition of its Texas 
Almanac and State Industrial 
Guide. The new volume includes a 
wealth of information on this state’s 
development and current statistics 
showing its position in agriculture, 
business and industry. me 

A large size map of the state has ike 
also been folded into the Almanac. 
It is priced at 65 cents, postpaid. 
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Ad-li 


No War. Says Raymond's 

The other day Raymond’s, Boston 
department store, used one of its 
deliberately screwy typographical 


Those Advertising Awards 


In the April issue of Industrial 
Marketing is an editorial discussion 
of the possibility of improving 
methods of judging advertising ex- 
hibits at the annual conventions of 
the National Industrial Advertisers 
Association and making awards for 
outstanding advertising. It is sug- 
gested that more detailed informa- 
tion be made available regarding 
all phases of the advertising sub- 
mitted in the competition. 

Numerous awards for advertising 
achievement are currently made, 
and the general effect of these com- 
petitions, in stimulating the produc- 
tion of good advertising, is un- 
doubtedly good. On the other hand, 
it is equally true that in the ab- 
sence of complete information re- 
garding the purpose, cost and re- 
sults of a given advertisement or 
campaign, awards are often made 
on a superficial basis, involving ap- 
pearance and design rather than 
measured accomplishment. 

The N. I. A. A. employed the un- 
usual plan in 1938 of having two 
juries and two sets of awards, one 
group of judges being composed of 
professional advertising men, while 
the other consisted of laymen, or 
more specifically typical industrial 
executives whe presumably would 
judge the exhibits from the view- 
point of readers rather than pro- 
ducers of advertising. This plan 
was not universally approved, as it 
was felt that some of those on the 


receiving end of advertising might 
be more interested, because of their 
special activities, in one type of ad- 
vertising rather than another. 

The problems confronting the 
member of a jury of awards who 
is asked to pass on advertising in 
terms of its effectiveness are so 
obvious that most judges are frank 
to admit that they are unable to 
apply any absolute rules to the de- 
cisions which they make. Even 
when objectives and approximate 
results are stated by the competi- 
tors, it remains true that much ad- 
vertising can not be measured ex- 
actly. Thus it becomes a question 
of personal preference, which in 
many cases cannot be rationalized. 

Even admitting all this, however, 
advertising competitions serve a 
useful purpose. They provide ex- 
hibits where those interested in ad- 
vertising techniques can compare 
entire campaigns and study the 
varying philosophies of successful 
advertisers. Those who compete 
are stimulated to do their best 
work, and this additional effort is 
worth while even if it does not re- 
sult in an award. Since it is agreed 
that awards for advertising repre- 
sent at best only approximate evalu- 
ations, no one need feel aggrieved if 
his particular entry fails to catch 
the eye of the judges. After all, 
the best award is the favorable re- 
sponse of those to whom the adver- 
tising is addressed. 


Hotels As Advertisers 


A recent analysis of hotel costs 
and profits indicated that the di- 
viding line between success and 
failure is usually 60 per cent occu- 
pancy. If a hotel can sell more 
than 60 per cent of its rooms, on a 
year-round basis, it will make 
money; but if it falls below that 
level, the chances are that it will 
find itself in the red. 

It is this realization that is mak- 
ing hotels better advertisers, both 
individually and as an_ industry. 
Promotion of conventions, the typi- 
cal form of stimulating hotel busi- 


ness, is being continued, but in 
view of the fact that America is on | 
the move a large part of the time 
in this tourist age, the hotels are 
equally interested in attracting 
business from individual travels as 
well as groups attending conven- | 
tions. 

Better sales and _ advertising 
methods are being employed in the | 
hotel business, since the owners of 


the big properties devoted to hous- 


ing and feeding the stranger appre- 
ciate the fact that customers for 
hotel service can be manufactured 
just like thosé for tangible com- 
modities. Thus the hotel operator 
is turning his attention to improved 
methods of selling his services, in- 
volving the use of more and better 
advertising. 

Twenty years ago it was unusual 
to find a hotel organization which 
included executives with the titles 
of sales manager, sales promotion | 
manager or advertising manager. 
Now many of them have such de- 


|jpartments, with qualified 
charge. Thus the hotels become 
janother industry seeking the 
lices of those who have 


men in 


serv- 
won their 
spurs in advertising, sales and mer- 
| chandising. 

The entire travel world, 
transportation companies, hotels and 


resorts, and tourist promotion| 
groups, is beginning to make 
on the boast that it is potentially 


|America’s largest industry. 


including | 


It’s *bout time the 
Newspapers quit cryin’ 


WAR 


which razes ell with the 
MINDS of the PEOPLE 
in general—and in turn— 
RAZES ELL WITH BIZNESS! 


There’s moar war in 
any Newspaper Offis 
than there will likely 


BE HERE IN THE 
NEXT TEN YEARS 


messes in local newspapers to com- 


plain about the amount of war 
news in the newspapers. As you 
can see, Raymond’s believes 


“there’s moar war in any Newspa- 
per Offis than there will likely be 
here in the next ten years.” 


Plenty War, Says Callaghan 
“The shot has been fired .. . the 
battle is on,’ William J. Callaghan, 
advertising manager of the Midland 
Empire Farmer, Hysham, Mont., 
warns us. The Union of American 
Weeklies is out gunning (and from 
Mr. Callaghan’s letter we gather 
that high explosive shells will be 
the favored ammunition) for 
“every commodity or service adver- 
tised on the air, that does not carry 
space in the weekly newspapers.” 
“Keep your eye glued on the edi- 
torial column of the weekly news- 
paper . take a peek at the shelves 
in the small town store . listen 
to the air peddlers soft-pedal their 
honey coated blah-blah .. . see the 
classified columns for bargains in 


once-was ‘nationally advertised’ 
commodities.” 
My gosh, Mr. Callaghan, you 


must be annoyed about something! 


Milk Man's Letter 


We wouldn't know how many 
dairies send letters to their custom- 
| ers to thank them for their patron- 
| age. Perhaps there are hundreds of 
| them, but this letter which Borden’s 
sent out over the signature of its 
branch manager, struck us as a good 
piece of institutional advertising: 
| “Just as old friends are the 
|friends, so are 
| best customers. 
“It is possible that you give little 


}thought to the fact that Borden's | 


| has served you for some time. The 

|\daily delivery of milk is a minor 

detail in a well managed household. | 
o us, however, it is a vital thing— 

jindeed our entire existence. 

“In these 


and think of the human relation- 
‘ship phase of our business. In this 


best | 
old customers our | 


busy times it seems to| specially 
good | us appropriate to stop occasionally | this grocery promotion, and putting 


American Magazine. 


"It's not much, but we call it home!’ 


bbing 


case it is the relationship of those 
of us who serve and of you who 
permit us that privilege. 

“This prompts us to write you for 
no other reason than to tell you how 
much we appreciate and value your 
patronage.” 


Face Lifting 

When Lydia E. Pinkham’s Vege- 
table Compound was given a new 
package, in deference to the neces- 
sity for listing all active ingredients 
on the label, Lydia herself was the 
greatest beneficiary, as a study of 
these portraits will indicate. After 
all these years of Comstockian se- 
verity, Lydia blossoms out in what 
might almost be called a pleasant 


is the list of active ingredients, 


False Unicorn Life & Pleurisy 
Roots Dandelion, Chamomile.” 


Jottings 


over, over there. 
that “Ed and Don,” 
series of broadcasts over 


Buk... 


sentative 
25,000 or more,” 


any purpose you care to think of. . 
ders 


copywriters 
anonymous. 


will no 
“Could 


for inte 
| would 


grity 
carry 


greater 


uct?” he 

A new 
showcase 
| interior posts—will be 
Drug Store of Tomorrow 
New York World's Fair. 
aisleon. . 


queries. . . 


tinental Bag Specialties 
the Parade 
designed bags 


|}in a good word for nationally 
| known grocery brands. 
7 


smile. She’s still old-fashioned 
looking, but much, much more 
pleasant. 

The only other noteworthy 


change on the compound’s package 


which is so enlightening. The in- 
gredients are “Crystalline Vitamin 
B, Gentian, Black Cohosh, True & 


The hill-billy boys are taking 
We've just heard 
American hill- 
billy team, has been booked for a 
Radio 
Normandy by the makers of Zam- 


It’s probably old stuff to you, but 
we had never heard of The Nation- 
wide Telephoning Service until this 


week. It seems that this organiza- 
tion has “a carefully selected, de- 
pendable and well-trained repre- 


in each of 324 cities of 
and that each of 
these dependable people has a tele- 
phone which can be used for almost 


type of display—a round 
that revolves around the 
used in the 
at the 
It’s called 


Oneida Paper Products and Con- 
are helping 
of Progress along with 
featuring 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1487. How Farm _ Families 
Spend Their Money. 


Successful Farming has 
this study of farm families, their 
incomes and expenditures, based 
on the Department of Agriculture’s 
“Study of Consumer Purchases” 
and the National Resources Com- 
mittee’s “Consumer Incomes in the 
United States.” The analysis spots 
the high and low income farm 
families, shows how they spend 
their money for goods and services 
and describes Successful Farming’s 
coverage of the spending group. 


issued 


No. 1488. Newspaper History is 


Being Made in Washington. 
In this brochure The Washington 
Post tells some of its past history, 
describes its “re-birth” in 1933 and 
enumerates the services and fea- 
tures which have been added since 
that time. 


No. 1483. Liquor Survey of Omaha, 
Nebraska. 


The Omaha World-Herald has is- 
sued this study, which tabulates 
percentage of distribution by brands 
among the 133 Omaha liquor deal- 
ers covered in the survey, and 
shows the rank of sale of the many 
brands of whiskies and gins. 


No. 1484. Standard Market Infor- 
mation. 


This folder, issued by the Minne- 
sota Network, contains data on 
population, radio homes, retail sales 
and spendable income for this mar- 
ket. Facts are included about the 
facilities of KSTP, St. Paul-Min- 
neapolis, the key station, KROC, 
Rochester, KYSM, Mankato, and 
KFAM, Saint Cloud. 


No. 1485. Fashions in Cartons. 


More than 60 different styles of 
folding cartons are illustrated and 
described in this brochure issued by 
Robert Gair Company. Each illus- 
tration contains a diagram of the 
carton flat and unprinted, showing 
construction and proportions, as 
well as the finished, printed and 
assembled package. 


No. 1486. Retail Buyers in Action. 


This study, issued by Kindred, 
MacLean & Co., covers all drug 
stores and their sales, within a 
radius of 100 miles of a point on 
the Atlantic seaboard, as reported 
by the U. S. Census of Distribution 
of 1935. The retabulation of the 
census data shows 191 towns within 
the 100-mile radius where retail 
‘buyers spend a total of more than 
six billion dollars a year. 


No. 1464. A Private Audition 
Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 


; e | -|spendable incomes and other market 
An English advertising man won- 


if the time will come when 
longer be 
an advertise- 
ment writer build such a reputation 
that his signed copy 
weight than 
anonymous copy for another prod- 


data, by counties, for the station’s 
day and night coverage. Fact 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


No. 1467. Facts About the Contin 
uous Large-Unit Buying of At 
tomotive Equipment by the 
Transportation Industry. 

Traffic World has issued this 
bulletin which presents new fact 

on its automotive market, based 0 

a recent extensive study. It dé 

scribes the constituents of the mar 

ket, and new facts in the break- 

down of the market by makes, a? 

includes an indication of what i 

group of buying executives 

purchase in 1939. Charts and ph 
tographs illustrate the points pr 
sented. 
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ADVERTISING AGE 


During the past five years the Tribune’s daily market has been expanded by 
more than 140,000 families—more families than live in cities the size of 
Buffalo, Cincinnati, New Orleans, Minneapolis, Washington or Newark 


' O)..: 50,000,000 more breakfasts . . . 50,000,000 more 


lunches . . . 50,000,000 more dinners—to satisfy the annual 
requirements of the expanding daily audience of the Tribune 
calls for more than 150,000,000 more meals today than 
in 1934, 

How much more of your product or merchandise could 
you sell to the 140,000 families which have been added to 
the Tribune’s daily market since March, 1934? 

In itself, this new slice of buying power is an inviting 
market for any product. Yet it represents only 16% of the 
huge market represented by Tribune total daily circulation 
in March this year—more than 900,000 net paid. 

Tribune average net paid total daily circulation during 
March broke all records for any month in history. The gain 
in March was 50,000 over the same month last year, 


90.000 over March two years ago—and 140,000 over March 
five years ago. 


Each month for 37 consecutive months Tribune daily 
circulation has registered a gain over the same month in 
the preceding year—adding thousands of new families 
who look to the Tribune for news and entertainment and 
buying ideas. 

To get greater results 
from your advertising 
expenditure today... 
and to build a solid 
foundation for con- 
tinued expansion... 
build your Chicago 
advertising program 
around the Tribune. 
Rates per 100,000 circu- 
lation are among the 
lowest in America. 


Chicano Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Standard Foods 
Scores in Test 
for Sala-Tang 


Indianapolis, April 11.— Favor- 
able reception of its test campaign 
for Sala-Tang, a new type of salad 
dressing, was reported here today 
by Standard Food Products, and it 
was indicated that the drive would 
be expanded as distribution is 
widened. 

Standard used newspaper and 
radio copy to tell local housewives 
about the virtues of not one but two 
new products, although both ap- 
peared under the same name. The 
salad dressing was offered plain, or 
“tarragon flavored,” with the latter 


style providing opportunity for 
copy to point out that the company 
went “all the way to merrie olde 
England for the ‘priceless ingredi- 
ent,’ tarragon vinegar.” 

Teaser copy in the Indianapolis 
News was followed by four 1,500 
line insertions, each carrying a 
coupon offering the housewife a 
free head of lettuce with purchase 
of the new product. Surveys, how- 
ever, showed that while a large 
number of purchasers asked for the 
product by name, few put in the 


additional request for the free 
lettuce. 
Daily 15-minute broadcasts are 


also being used on two local radio 
stations. One of these shows is of 
the “cooking school” type; the 
other is a “quiz’’ show, with those 


ADVERTISING AGE 


giving the correct answers being 
rewarded with a jar of Sala-Tang. 
The new products are now being 
introduced in 16 counties adjacent 
to Indianapolis. Keeling & Co. is 
the agency. 


Agency Adds Saunders 


John F. Saunders, formerly with 
Batten, Barton, Durstine & Osborn, 
New York, has joined Paris & Peart, 
New York, as account executive. 
He will handle the A&P coffee and 
Pennsylvania Refining Company oil 
accounts. 


Patton to “Monitor” 


E. F. Patton has joined the sales 
staff of The Christian Science Mon- 
itor. He will make his headquar- 
ters in London, England. 


Knox Named Head of 


Oklahoma City Club 


George W. Knox, Jr., of Knox 
Advertising Agency, has _ been 
named president of the Oklahoma 
City Advertising Club. 

Other new officers include Lowe 
Runkle, radio director of Ray K. 
Glenn-Advertising, and Tom John- 
son, commercial manager of KTOK. 
A successor has not yet been named 
to replace Euclid A. Alexander, sec- 
retary-treasurer for the past 15 
years, who has resigned. 


Gets Kreuger Account 


G. Kreuger Brewing Company, 
Newark, N. J., has appointed War- 
wick & Legler, New York, to handle 
its beer and ale advertising, effec- 
tive May 1. 


141,738 
All time high average 


CIRCULATION 


Six months ending December 31, 1937 


Six months ending December 31, 1938 


133,088 A.B.C, 
134,103 A.B.C. 


'P LOL 
+ 7  ) 


Three months ending February 28, 1938 


Three months ending February 28, 1939 


137,105 A.B.C. 


141,738 Estimated 


UP 1.633 


ahead of a year ago. 


Currently, the City Edition circulation is running nearly 1,000 


A steady, voluntary circulation growth that reflects loyalty 


to The New Yorker's editorial and advertising pages alike. 


THE 


NEW YORKER 


No. 25 WEST 4320 STREET 


NEW YORK, 


N. Y. 


SALAD DRESSING DEBUT 


TWO brand new taste sensations in Salad Dressings 
IN FRANKFORT AND VICINITY 


@ Now sou can spark up the routine dullmess 

ef salads, sandwiches... add s million dollars 

worth of appetite appeal per meal... and do 
h Sata-Tane 


— made with (rose & Blackwell's unported 
English tarragon vinegar The Sele Tong hav 
the crap pequeny and sharp bouquet wnwelly 


it eccmomme ally sit fowmd only wm the pet recipes of internat onal 
Sele-Tang Original i» the customary type famous chefs 
salad dressing to aew richness and I's easy to sample Sele-Tang. Clip the cow 
goodaces It's huffy —smooth— gree 4 deberows pon, below. Take @ to your grower's It's 
. . 


for 2 large head of lettuce fro with your pur 


Sale-Tong Terragen flaw —e brand arm type chase of » jar of Sala-Tang Orignnal of Terragen 


SALA-TANG 
Salad 


A MADE IM SPOTLESS KITCHENS 
DELIVERED FRESH TO TOUR Gaocete 


Standard Food Products, 
begins a newspaper test campaign for 
its new salad dressing. 


Indianapolis, 


334 Organizations 
Condemn Unfair 
Taxes on Chains 


New York, April 11.—A total of 
334 organizations, representing 
farmers, newspapers, property 
owners, labor and other’ groups, 
have issued formal resolutions 
against discriminatory legislation 
on chain stores, the Institute of Dis- 
tribution reported today. 

The Institute said that nearly 16,- 
000,000 individuals are represented 
in the membership of these groups. 
While all sections of the country 
are represented, California at pres- 
ent leads with 67 resolutions. Texas 
is second with 33. 

Among the larger organizations 
which have condemned discrimina- 
tory chain store taxes are the 
American Farm Bureau Federation, 
American Federation of Labor, Na- 
tional Association of Real Estate 
Boards, National Cooperative Coun- 
cil, National Association of Building 
Owners and Managers and the Na- 
tional Editorial Association. 


Kirby, Rogers Join 

American Boy” 

Davis G. Kirby has been named 
Western advertising manager of the 
American Boy, Chicago, succeeding 
Ruddick C. Lawrence, who has 
joined Fortune as Philadelphia rep- 
resentative. Mr. Kirby was for- 
merly with Popular Science and 
The Katz Agency. 

Jack C. Rogers has joined the 


|promotion staff of The American 
Boy, Detroit. 


“Feature Gravure” Bows 


Feature Gravure Weekly, an 
eight-page weekly rotogravure sec- 
tion for newspapers, has been intro- 
duced by Independent Publishers 
Syndicate, New York, publisher of 
Feature Magazine and Feature Fun- 
nies. 


NATIONAL DEFENSE 


BIGGER PAYROLLS 
IN BALTIMORE 


Defend your position in 
the Baltimore market 
on WFBR 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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HOW DEEP IS THE HALFTONE 


HOW HIGH IS THE PRICE § 
 & 8 &@ aa 
‘ We hate to keep talking in the Tin Pan and 3/1000 in the shadows to get any 
: Alley vernacular, but the music boys kind of a break in the 5-Star Final. We 
of seem to express our feeling in their odd C suggest that you purchase such mer- 
| way. After all, isn’t this headline pretty he chandise from an engraver who prom- 
< much in line with what you think LH ises to deliver said requirements. 
/ about when you pick an engraver? We not only guarantee that our plates 
5 Now that we've asked the question CHICAGO measure 7—5—3 but we put it in writ- 
we'll answer it. ing. “If you are dissatisfied with the 
For instance, a newspaper halftone sim- printing results from any newspaper 
ply must be 7/1000 of an inch in the halftone we manufacture, we will refund 
highlights, 5/1000 in the middletones, the purchase price.” Fair, isn’t it? 
y 


NVCOLLINS, MILLER & HUTCHINGS " 


207 NORTH MICHIGAN AVENUE: CHICAGO 
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Voice 


Negative Copy 
Stimulates Goodwill 


To the Editor: Advertising, to 
me, has always been a force to in- 
duce sales ... yet in the attached 
advertisement published in a num- 
ber of publications the H. J. Heinz 
Company has taken paid space to 
advise its customers NOT to buy its 
products during the Passover sea- 
son. 

I was quite surprised when I saw 
this full page of copy devoted to a 
negative theme. 

But the comment I have heard 
from a number of Orthodox Jewish 
people is proof that the goodwill 
created has more than offset the | 
temporary loss of business. 

RALPH M. COHEN, 

Roger Williams Company, Day- 

ton, O. 

vvy 


Satisfied Customer 


Our Best Advertisement 

To the Editor: It’s 
the devil down here and my secre- 
tary has the creeps, worrying about 
her spring hat that is going to be 
ruined when she goes out to lunch. 
So it isn’t the weather which makes 
me write you this little note. 


raining like 


I got so much pleasure from 
reading the last couple of issues of 
ADVERTISING AGE that I couldn’t re- 


sist the urge to tell you about it. I 
can’t put my finger on any particu- 
lar article, except to say that your 


whole magazine is timely, live, re- 
freshing and to the point. My sin- 
cere congratulations and best 


wishes to the 
AGE family, 


whole ADVERTISING 
from top to bottom. 

J. K. Morey, 
Advitagraph Corpo- 
Louisville, Ky. 


President, 
ration, 


He Was Clipped 
for an Order 


To the Editor: A_ couple of 
evenings ago I strolled into my 
favorite delicatessen and_ liquor 


store and noticed on a clerk’s pen- 
cil a little clip button, attractively 
printed in red, buff and _ brown, 
bearing the copy: “Sure! It’s 1870 
Today.” 

Curiosity was urging me to in- 
quire as to the meaning of the 
four-word message on the clip, but 
knowing what curiosity did to the 
cat—I held my tongue in cheek. I 
could not, however, refrain from 
passing a casual remark in praise 
of the remarkable length of service 
the pencil clip had evidently given. 
My remarks bore fruit in the form 
of a well pointed sales talk on the 
merits of 1870—a distilled bottled 
product containing rare sealed-in 
flavor, I was told. 

The point of the story is that I 
found myself carrying home assets 
consisting of a bottle of 1870 and 
two bottles of ginger ale, plus a 
bill indicating a debt of $2.71 

Being considered a “man hard to 
sell” this letter can be considered 
a midnight written confession and 
compliment to the manufacturer of | 
1870 who turned the trick through 
smart advertising in the form of a 
penny-size billboard. 

E. C. KENITZER, 


Orange, N. J. 
[Editor’s Note: The “1870” of 
which our correspondent speaks is 


a three-year-old Bourbon, Brown- 
Forman Distillery Company. | 


vgy¥s i? 


Oldest Printers 


To the Editor: In a 


recent issue 
you had an article regarding a 
search for the oldest printer in con- 
nection with a project at the San 
Francisco Fair, and since we know 
personally two aged printers who 
are still doing the work much as 
they did it in 1875, or probably 


earlier, the organization looking for 
the whereabouts of the oldest 
printer may find both of these 
of interest. 

One is A. L 
Printing Company, 


Garber, Garber 
Ashland, O 


men | 


of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


HONEST ADVICE 


the second is Horace Carr, Sixth 
Floor, Caxton bldg., Cleveland. 

Both of these men are still car- 
rying on, the first at a desk with the 
same equipment that was used 60 
years ago. 


W. S. RAMSEY, 
F. M. Barton Publishing Com- 
pany, Cleveland. 


vy 


Railroad Offers 
a Helping Hand 


To the Editor: A number of peo- | 
ple have asked us about a piece of 
advertising literature we have is- 
sued, which seems to be a bit out 
of the usual scope of a railroad’s 
activities. It’s a folder, entitled 
“Success Story: Mr. Grapefruit Ex- 
plains His Rapidly Growing Popu- 
larity.” 

Here is the story: The Missouri 
Pacific, during the past 15 years, 
has been most helpful in developing | 
the citrus industry in the Rio 
Grande Valley of Texas. 

This year, the growers produced a 


bumper crop of grapefruit. Instead 
of leaving the growers to their own 
devices we tried to help them mar- 
ket their crop. Naturally, the more 
grapefruit marketed the more cars | 
of freight we handled. We, there- 
fore, printed 100,000 copies of the | 
leaflet which have been distributed | 
all over the United States. They | 
were used as envelope stuffers, given | 
hand-to-hand distribution by our | 
traffic solicitors when making their | 
daily calls, through our ticket | 
offices, on dining cars, etc. 

RAY MAXWELL, 
Manager, Missouri 


| 


Advertising 


Pacific Lines, St. Louis. 
| v v v 
Thought for Today | 
To the Editor: The other day, 
just for fun, I wrote a piece of copy | 


that did me a lot of good. 
is—print it if you like. 
“Cute little fellow, isn’t he, 
|little boy of yours, curled up and 
|sleeping so peacefully in the back 
seat of your car as you roll swiftly |; 
ind silently down the 
concrete ribbon. 


Here it | 


that 


He’s smiling, isn’t | 


and crash, a bad accident! It might 
mean only the hospital for a month 
It might mean the 


or so 


loss of an 


arm or leg It might even mean 
ldeath for him! So, when you're 
ldriving remember—the car is as 
|safe as thousands of engineers 
could make it—the highway is as 
lsafe as it can possibly be made 
| and so it’s all up to you! When you 

driving with him, with others 
vou love, or bv yourself 

DRIVE SANELY! 

| W. M. MarousHek, 


St. Louis, Mo 


| transportation has so fine or so long 


| About.” 


‘Passe in This Era 


beckoning | gation, 


he, and he’s sleeping so peacefully | hit a spark of genius in its rendition 


because he’s tired and feels safe 
with you and your big shiny car 
He trusts you! And you are a 
pretty good driver at that. But) 
think! A wet road, an unseen 
curve, a screech of tortured rubber, 


|}employes 


Racine Club Reports 
Essay Progress | 

To the Editor: My personal | 
thanks and those of the Advertising 
Club of Racine for the splendid 
story which appeared on Page 16 
of your current issue. We had the 
special preview of the movie this 
morning, and were pleased with a| 
large turnout of students really 
serious about this contest here. The 
other day I received a letter from 
the publicity director of a bank in 
Albany, N. Y., asking for the name 
of the Racine bank offering local 
prizes, which he had read about in 
your publication. He wanted to 
write up something for his own 
house organ. 

This indicates the widespread in- 
terest in your contest, and also the 
far-reaching readership of your 
publication. Locally there has been 
a controversy raging in the “vox 
pop” section of the Racine paper 
on this subject of how advertising 
helps the consumer, and advertising 
has much the best of the battle. I 
don’t know who started it, and as 
far as I know, it was not solicited. 


But it has been better publicity 
locally, for such a thing to appear 
in that type of column, which has a 
decidedly large and loyal following, | 
than any other form of publicity | 


that could appear in the paper. In- | 
cidentally, the local paper has been | 
cooperating splendidly, and de- 
serves thanks. 
RosBert L. GuILL, 
Advertising Club of Racine, | 
Racine, Wis. 

v v v 


Advertising Record 
Dates Back to 1856 


To the Editor: Cherished in the 
files of the Illinois Central System is 
a copy of a newspaper advertisement 
dated July 21, 1856, in announce- 
ment of the establishment on that 
date—nearly 83 years ago—of the 
distinctive suburban service’ by 
which this railroad still serves Chi- 
cago’s great South Side. 

That the advertisement appeared 
in a newspaper has significance in 
connection with the fact that the 
railroads as a whole and individ- 
ually have consistently and faith- 
fully been users of newspaper ad- 
| vertising space for approximately a 
hundred years. No other form of 


° ° | 
a record as the railroads have in the 


| patronage of newspaper advertising | | 
space. 

Recognition of this fact accounts 
for the choice of subject for the 
March issue of our “Things to Talk 
These pamphlets’ go 
monthly to key members of the IIli- 
nois Central System organization 
for their use in dealing publicly 
with subjects of current interest. 

GEORGE M. CROWSON, 
Assistant to the President, Ih- 
nois Central System, Chicago. 
i ae 


Cold Figures 


To the Editor: In this day and 
age, when executives are fully 
aware of their public relations obli- 
we believe the Marchant 
Calculating Machine Company has 


of its financial statement. 

Cold figures are a thing of the 
past. Yet these cold figures offered 
an opporunity to do a constructive 
selling job to the people who mean 
so much to the company. Marchant’s 
yearbook is a streamlined, human- 
ized annual report to stockholders, | 
giving conditions as of Dec. 31, 
1938. Responsible for this fine ex-| 
ample of taking stockholders and 
into the company’s con- 
fidence are president Edgar B. Jes-| 
sup and the board of directors of 


| Marchant. 


The report does in fact reflect the 


| high character of the progressive, 


sympathetic policies which permeate | 


}every deal of Marchant operations. | 


R. T. VAN Norpen, 


Vice-President, Emil Brisacher 
& Staff, San Francisco. 


jname or 


WRITE TO DEALER—BUT WHERE? 


to be seen in thes as 


rose Square Shoes \ 


— Authentic Fashions for The World of Today 
In this World's Fair year, when change is the watch- 

AY word, the wearer of handsome Crosby Squares enjoys 
ae > the assurance that his shoes are traditionally “right.” 
“Oe And he enjoys the cool, satisfying comfort, that 

< \ sense of well-being demanded by men “in the 
ae know”. . . Each one is an Authentic Fashion — 

~~ 4 many are reproductions of costly custom-made 


\ Ja 
ea «\ \ originals. Get a pair, Write fordealer’s name. 
ly 


Also Crosby 

Square Pre-Flex 
Shoes — " 

$6.50 to 


No. 555 —Windsor 
. resort wing up fo- 
orite on the distin- 
uished W indsor last.- 
venuine white buck 
ad luggage call. 


Chihuahua 
(She-wa-wa) 
The Mexican in- 


fiuence. Hand 
woveo, unlined, 
venulated. 


Mystery Explained 
To the Editor: 


ithis which caused the slip-up. 
Attached is an | NorRM VENTRISS, 


advertisement from The Saturday| Hawthorne Paper Company, 
Evening Post. Kalamazoo, Mich. 
Upon inspection you will each | N Pi, aad 
that the Crosby Square copy sug- | wo Nominees 
gests that the reader write them! To the Editor: Herewith, two 


for the name of its dealers. No firm |nominees to replace “copywriter”: 
address is included. Because of “artist’—ADist 


I suppose if the truth were told Because of “editor’’—Aditor 


the original layout included the} But who would supply the neces- 
name and address of the company |sary sellbow grease? 
in the lower right hand corner. A GEORGE L. RANDALL, 


last minute change caused the Mex- | 
ican number to be added and it was 


Asstadist, Wickwire Spencer 
Steel Company, New York. 


r — —_—__—_ — 


| SUNSET 
WZ 


THE BEGONIAS 
BE GONE 


| Dear Sunset: You say Sunset has a circulation of 
| 225,000. If you need any substantiation of that 
statement I will furnish it. Are we snowed 
under! We have received fully 5,400 replies to 


our offer and they continue to come in at the rate 
of about 200 per day. 


Our supply of bulbils will be exhausted before 
long. We'll continue to send seeds to all—I think. 
But by next week we may have to retract that 


Your subscribers 
and a lot of 


you in their 


offer too. read their 
fine things about 


as well they should 


certainly 


Sunsets, them say 


letters to us 


C. M. Ketry, Research Editor 


American Begonia Society 
Long Beach, 


Calif 


For immediate 


everywhere on 
sales results the Pacific Coast 


LANE Pur. Co. San FRANCISCO 
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ADVERTISING AGE 


Trade Barrier Laws 
Held Inimical to 
National Weifate 


Resolutions Point to 
Litle Direct Effect on 
Advertising 


Chicago, April 11—The National 
‘onference on Interstate Trade 
Barriers closed its convention here 
ioct weekend with adoption of sev- 

| resolutions which point toward 

ng range program in removing 
isting trade barriers but which 
year to have little direct effect 
ipon advertising. 

Solicitor General Robert H. Jack- 
on. a major speaker at the confer- 
ence, was one of the few to refer 
to this subject at all. Mr. Jackson 
termed state-financed advertising 
of local products “another indica- 
tion of provincialism which in 
many cases has degenerated from a 
‘buy at home’ movement to a thinly 
veiled boycott of out of the state 
products.” 


The conference was sponsored by | 
the several states in cooperation | 
with the Council of State Govern- | 
ments. The resolutions adopted 
emerged from the reports given by | 
four committees covering agricul- 
liquor control, commerce and 
industry and taxation. Representa- | 
tives from 44 states were members | 

these committees. 


ture, 


} 


Must Stop “Threat” 


the resolutions asserts | 
carefully prepared long | 
term program must be formulated | 
this threat (barriers obstructing | 
free flow of commerce) to our | 
national economy is to be arrested.” 
rges that retaliatory legislation 

» discouraged by states which fee! | 
srieved by legislation of their 
eighbors; that present trade bar- 
rier legislation be repealed; that 
uniform laws be enacted which are 
designed to reduce trade barriers, 
and that regional hearings be held 
by the Commissions on Interstate 
Cooperation to continue the work 


‘ 


of the conference. 

The report of the committee on 
agriculture “deplored” the practice 
ot states, counties and municipali- 
ties of making rules, covering pro- 
duction and processing of dairy 
products, more stringent than neces- 
sary for public health to protect 
local interests. This committee also 
argued against margarine taxes and 
license fees enacted to give protec- 
tion to local dairy farmers and pro- 
ducers of domestic oils. 

One section of this report was 
construed as a possible argument 
against state chain store taxes, al- 
though it made no specific mention 
of chains. It read: 

“It is the judgment of the com- 
mittee on agriculture that any law, 
any regulation or any ordinance, of 


tha a 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


any state or any county or any 
municipality, that is punitive to any 
store or other legitimate distribu- 
ting agency of any wholesome agri- 
cultural or horticultural product, is 
a harmful trade barrier to the ex- 
tent that it hinders or hampers free 
and orderly marketing, detrimental 
to both the producer and the con- 
sumer.” 


Liquor Committee Reports 


The committee on liquor control 
—tackling an industry which has 
caused much “trade barrier” legis- 
lation, although some laws have 
already been repealed — emerged 
with these recommendations to the 
conference: 

A request for a definition of what 
constitutes state trade barriers to 
the interstate shipment of alcoholic 
beverages. An appeal to the sev- 
eral states to refrain from enacting 


ORFEETEFEEEELEELEEEEEEEEEAEFEE 


goods and for cooperation with the 


any further such trade barrier 
legislation and to repeal that which 
now stands on the statute books. A 
recommendation that the several 
states adopt a proposed liquor con- 
trol compact. A recommendation 
that the several states regulate the 
shipment of alcoholic beverages to 
other states. 

Although he touched but briefly 
upon advertising, Mr. Jackson in 
addressing the conference, empha- 
sized the need for agreement be- 
tween the states as to uniform 
standards for grading and packag- 
ing and marking and labeling of 


federal government in adopting 
standards that may also be applied 
to interstate commerce. 

“In citing examples of barriers 
that are being raised by ourselves 
against ourselves,” he said, “the 
purpose is not to criticize use of 


THE FIGURES 


let for CBS. 


the power of the state to promote 
the health and living standards of 
its people. Nearly all of the powers 
involved in these trade barrier laws 
may be used for legitimate pur- 
poses. 

“The purpose to discriminate 
rarely appears on the face of such 
legislation. It often appears only 
in its administration and applica- 
tion. We must not forget that our 
own free market is one of our most 
valuable American assets.” 


Moskovics Adds Duties 


George L. Moskovics has been 
appointed sales promotion manager 
of the Columbia Pacific network, 
Los Angeles, a newly created post. 
He will continue as radio sales rep- 
resentative for Eastern stations 
operated by CBS. E. W. Buckalew 
will continue as sales promotion 
manager of KNX, Hollywood out- 


GELEEELEELEALEEEEEEEEEEEEEEEEELELEAREEEEEELEEETELEEEEELEEETEEEELERTEEEEEEEEEEEEEELEEEEEEETEEELETEEEETEEEEEEEFEEEEEEEATEELEEAEEEEEEEELEES 


OF THE WEEK 


Seven to Cowan 


The following insurance compa- 
nies have appointed Cowan & 
Dengler, New York, to handle a 
business paper and direct mail 
campaign: Middlesex Mutual Fire 
Insurance Company, Lynn Mutual 
Fire Insurance Company, Citizens 
Mutual Insurance Company, all of 
Concord, Mass.; Manufacturers & 
Merchants Mutual Insurance Com- 
pany, Phenix Mutual Fire Insur- 
ance Company, Concord Underwrit- 
ers, all of Concord, N. H., and Berk- 
shire Mutual Fire Insurance Com- 
pany, Pittsfield, Mass. 


Campaign for Film 

Twentieth Century-Fox Film Cor- 
poration, New York, in cooperation 
with exhibitors, will use 1,300 lines 
to advertise “The Rose of Washing- 
ton Square” in 180 newspapers, 
three general weeklies and 14 fan 
magazines. Kayton-Spiero, New 
York, is the agency. 
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THE INDEX 


PRODUCTION 
* Steel Ingot 


% Automobile Production 


TRADE 


JAN FEB 


Operations 


MAR APR MAY JUN 


(7% 


% Residential Building Contracts (F. W. Dodge, 4-week daily average in thousands) 
% Engineering Construction Awards (Eng. News-Rec. 4-week daily av. in thousands) 
*% Electric Power Output (million kilowatt-hours) 
Crude Oil (daily average, 1,000 bbls.) ......--cceeeeeeeeeeeeereeneeee sus 
Bituminous Coal (daily average, 1,000 tons)....... 


* Miscellaneous and L.C.L. Carloag 


* All Other Carloadip 
Check P 
Money in 
Departmen 


PRICES 


Scrap Steel 
Copper (elec 
Wheat (No. 
Sugar (raw, 
Cotton (middl 
Wool Tops (N 
Rubber (ribbed 


FINANCE 
Yield—Corporate 
Yield—U. S. Bo 
Yield—U. S. Tre 
Call Loans Renew 
Prime Commercial 
Business Failures 


BANKING (Milli 
Demand Deposits A 
Total Loans and In 
Commercial and Agr 
Securities Loans, rep 
U. S. Gov't and Gov’ 
Other Securities Held, 
Excess Reserves, all 
Total Federal Reserve 


Of capacity)..ccccsccccsccccseceece 


} 
JUL «AUG SEP OCT 


SLatest 
Week 


*98.9 


Preceding 
Week 


198.7 


55.4 
86,725 
$3,617 
$9,438 


79,860 
~~ 


NOV DEC 


Month 6 Months 
Ago Ago 


99.8 89.4 


Year 
Ago 
79.9 


53.7 47.3 
16,100 
$3,740 

$10,456 

2,215 

3,239 

1,296 


STOCK MARKET ( 


° 50 Industrials, Price Ind ’ 

. 20 Railroads, Price Index 4 244 
Lexington Of fset 20 Utilities, Price Index 54.9 52.3 
— 90 Stocks, Price Index (5S . 92.1 813 
Made by Volume of Trading, N. Y. 1,009 689 1,019 976 
INTERNATIONAL % Factor in Business W: t Révised. § Date for “Latest Week” on each series on request. 


PAPER COMPANY 
220 East 42nd Street 
NEW YORK, N. Y. 

CHICAGO CLEVELAND | 
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coe ”“ =3. 044 rtis that paper and the Los Angeles |in Tulsa. Since many of the photos 
Insanity Held 9 Stops * of New Plate Process Times, is said to preserve photo- | were of poor quality, the World’s 
. agazines in Wermany . graphic values by eliminating the mechanical staff decided to print di- i 
Good Quality for The retail sale of all its maga Makes Debut in intermediate reproduction steps rep- —_ —— a a nga of ] 
. - zines in Germany has been stoppe “= esented by the matrix and stereo-|in the usual way. . &. er, na- 
Retail Copywriter |i) “curtis Publishing Company,| Advertising Layout) "s"e? »y the matt and stereo-| nal advertising manager, | ex- 


i i type. . ; ; 
Philadelphia. — , Pe th i , ‘ ‘ ‘ 
New York, April 11.—A picture The alien was taken, the com-| Tulsa, Okla., April 12——What is| A tabloid size page advertisement pressed satisfaction with results | 
of the ideal retail store copywriter| pany said, because German censors said to be the first national adver- | has already been reproduced by the 
as a woman “reasonably insane,” | confiscated some recent issues of|tising copy to be reproduced in aj|Oakland Tribune for Shell Oil Com- Thompson Adds Brother 
— _ hard boiled and| The Saturday Evening Post. full, standard size newspaper page | pany. George E. Thompson, eastern 
possessing a good by the new “Alltone” process was This is achieved by transferring |Sales representative of outdoor ad- 
working sense of |Hinze Stresses Cleansing reported this week by the Tulsa |images directly to a thin zinc plate, Need —— ri ~ 
- viched’ here by | «Small space copy stressing the| World, which used the technique for} which may be bent into an arc tolnis stag. Offices are at 110 E. 42nd 
sketched nere PY | cleansing action of the product will} Wilson & Co., Chicago packer. An | fit cylinder presses without difficul-|street, New York. 
Kenneth Collins, | be used by Hinze Ambrosia, Inc., Alltone layout was also employed by ty. The handicap, from the adver- a 
eee, ” weg — = 7 eater." teer the newspaper for its society page. | tising viewpoint, is that only full Teliord to Agency 
eS SSS get ee The Alltone plate method, devel- | page copy is susceptible to this oo - 
New York Times,| York. The list includes American oped by A. L. Lengel, production | treatment H. G. Telford, formerly with 
before the open- 2 2 —— aera Soa manager of the Tribune Oakland The Wilson copy consisted large- Curtis eae Ey, has 
: ion of | Housekeeping and Macfadden Wo- | Man« » Vakland, Sis a joined Meldrum & Fewsmith, Cleve- 
that parent's men’s Group. Cal., and used frequently by both | ly of photographs of Wilson dealers| land, as account executive. 
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Kenneth Collins | Drawing par-| 
__—— 7 
Qo” - 


tially upon mate- 
SS JAN >» 
S( WJ 


rial he contributed to the book, “Ca- 
reers in Advertising,” the former 
Macy advertising chief centered his | 
composite picture on a mythical ad- | 
vertisement for the type of copy- | 
writer he would like to hire. Other | 
qualifications his ideal figure would | 
possess included enthusiasm, an 
eagerness to work long and hard 
for small initial remuneration, and 
a lack of experience. 


Point of View Vital 


His choice of the latter attribute 
Mr. Collins explained as follows: 
“The copywriter should reflect the 
customer’s point of view—not the 
advertising department’s. Anything 
that lessens her appreciation of that 
point of view lessens her effective- 
ness in presenting merchandise ap- 
pealingly. I have found in the 
departments I supervised that I get 
the best results from young women 
fairly recently out of college. 
Maybe they do know more about 
literature than they do about ad- 
vertising technique. Maybe they 
don’t know all the mumbo-jumbo 
of ‘advertising psychology’. Within 
certain limits, the less they know 
about advertising theory the better. 
Certainly the less theory, the 
fresher the point of view.” 

Mr. Collins described the typical 
day of a department store copy- 
writer as a mad whirl in which 
creative efforts are disrupted by 
endless telephone calls, conferences 
and complaints from buyers. In 
comparison, he intimated, an agency 
copywriter enjoys a leisurely ex- 
istence, with most campaigns 
planned months in advance. 


A 24-Hour Job 


The retail writer, he said, must 
be a “self-starter,” gathering her 
ideas from every imaginable source, 
“eating and sleeping advertising,” 
quick on the trigger to turn some- 
thing said at a party into a brilliant 
advertising idea. “Heaven knows 

ia how many famous advertising cam- 
a paigns owe their origin to a chance 
remark out of hours. I shudder to 
think of the famous advertisements 
that have been written in barrooms, 
on Pullman cars, on the backs of 
menus,” the Times executive said. 

“The best copywriting,” Mr. Col- 
lins declared, “is basically just good 
expository writing, and doesn’t 
differ greatly from ordinary con- 
versation. So many people think 
when they've got their fingers on 
the keyboard of a typewriter, or 


| 


= 4% are pushing a pencil around on a|} 
“ 4. piece of paper, that they must use 
—_" words in some fancy fashion. That | 


just isn’t so. That spoils more copy- 
writing than any other single thing. 
Strive in every possible way to 
write as easily and as naturally as 
you talk to friends.” 

At the remaining weekly sessions 
of the copy clinic, retail advertising | 
experts from the city’s leading 
3 stores will discuss their specialties. 


Morley Re-elected 

J. Kenfield Morley has been re- 
elected president of Advitagraph 
Corporation, Louisville, Ky., manu- 
facturer of Flolite motion picture 
continuous projectors. 


Buys National Studios 


: 5 Cosmopolitan Studios, New York 
% ve has purchased National Studios, 
e- WF New York Herman Rosenberg is 
eras oy | president of Cosmopolitan 
aN 
<8. 


__<_<—<—<—<—< ££ ECC 
oe ; y 4 Roa 7 ve galt he F* : ‘i a ih, eae ’ ; 
. ; : i = A ae. ’ . , 2 Merk, mal ; rene 3 age ae 
” n Pe r - 2a ee. C 3 “5 p 7 " z . ek . » : a r 2 x oe en) ‘q <A “ 4 ig } m : 3 ‘ 3 5 * J ar Ey rd eee 3 vee 
ee , LS ines: 
| 
. -_ at i : 
es 
a - 
6 oc *” 
Kegs te 
Ste 
eee ig 
ae an ad ae 
cc 
peers ¥ 
. ‘ f ; 
‘s 72 7 
el deal 
tie | 
ral = 
. 
ag 
<> a "ae 
— . 
. e ge Yt A ox c—Sr"R SS Ss 
x _ _y S Le Le 
itil _ —— BA. ; J Al) ro> ws DAL 
, —" —— : < a] Z ~ Q = Q 
 s _ . _ 7 "7 4 Pe, ' U 
* : . 
aot g ¢ w" gs em. 4 
th | = : a 
Soe: | \yA >. wa & 
ar i a cs. : 
nee im © — 
re ae PP) ~ = 
ars me: e* pijeiiis ” 
oS | -_— “aoa” 
oor } _ “ 
< ; ie ¥ng 
, = _ — 
- ar a | ye ee i a ‘ al 
j ia is ™ Bx Lian 
ws ws } is ‘ " Wig,” - oe 
—* 4 ae. 8 : a 
a . bay : cee - ae i i ; 
ae oN ee, ee “e : Kass s 
| a eee - a ~ 
ele: , ” a _ elite a + : i ; 7 aad eee all dj 
le | Pe yh sae Dr a ‘ E ». wi , Se a 
ae i‘ wary ete j c ae ce ee a Ri ‘ q cc, 4 
<p Rts eat ee : as Bee * ; a oe 
; Ef Bt sage ee PO ac ie i i ’ - 
Be.) anal ae ee ix ae) = tees 8d oe £e : Ss = 
me Piel Siar! —_ ' i ile oe . “ae , : ; j y 
er oe “ Sg Ce i ee —_ ae a. 
rere bs 3 ze oe ay ai ee ¥, E ‘ on ne 
dl , . 2 yee ae _ icon ae er a, ’ 
a a Eee aes ed “4 gp Oe a a a * : 
ao oe ae 4 6 a Be a ee d . 5 a y 
Pf lait 2 Paes = a. a 5 i. se ? rs lags 4 e =a x 4 3 ® < ‘ a ee. eS ‘ 
2... ane ia 5 a ie , eee | (lg ; as ¥. mo? 
nae i te ae oe ve —— ; I rr eee 
i - poe. eae ee tes i ewes / 1 4s, = “See Bins, 
im v ee : 5 ae te ne Sag = 4 4 a es see oad 2. i Zz a » 
: lon “> a —a— : ae ' ; “ar 
i — ; ae _ ; ae = 2 haa ¥ o" sits % 13 
iar > es, 7 , PF éé 
| 7 a re og > - 
| ; : : jes ea i at F ; 
| i ——_ 3 ‘ oe ee i ree anor ice: ~ . = 4 2 f ¢ - 
‘2... ae ee OG ay a: i : a : 
—s 48 aoe bd es — oma. saan ” a. : ‘oe 
% Maas os : ar Anam oe. ae — Mis: ‘ 
| ‘ RR = Se on ' } 
| ——————— . e | ) 
~ ye — E 
4 . é 
: fall - os mene é 
ae . 
a €* ae ce 
vid ‘% * ; 
Z ° 7 
f 5 . a ; \ +7 ‘ei Re ” : 
j j = hele a =|‘ ng "e * ee , *,9 
ls ' ‘ %y. ‘ Z : 
en a . “ *\ " Ye . y 
Pa =<" ‘ Le 7 3 Fe, de \. 4 >} ¥ . 
a : . * ee 
eed « ' ‘ ' \ 7 .* in. / s 
F ‘a ‘ 
a Pacis) ; 
> ey kh 
iN 
7 % 4 
we 3 
* ire t \ 
= eS oe , 
abs 4 eae ; ; &, 
te “ x PS, Seng 5 = , - he 
Ba ¢ ai a," a? . g ; WA ee 
7 te: oe Sy, “ tata 3 .. a“ a ¥ 4 ne a a 
r ; Ly — - 4 , = i . Ls a ? e 
a . . ; P. ~ a 5 . # 
a # = . Ps 7 * 
: ee ~— et ‘ é . Wi . ® " 
See ; : = - me 
es r ia i ? ae . » ike i - x = * - a Ps . ” . ti y ee ae oak - Pee x, a5 2 


April 17, 1939 


ADVERTISING AGE 


oad 


19 


—— 


Read Company 
Copy if You Sell, 


campaign, he is wrong in assuming 
that dealers and other customers 
will see all the copy or hear the 


this “huge appropriation” was but 
$100,000 and that the big impres- 
sion it made in that industry was 


was justified by the volume of busi- 
ness. 


With the fate of the order in the | 


radio program. due largely to the merchandising om ogg cag ge oneal ges aa 
“317 . : ‘ : - at ,|from Allyn , cIntire eppere 
The Pepperell executive recalls a|effort put behind the campaign by pail) ppe 
Is Tansill Ss Advice 7” ‘ : : , . flan. wie " advertising manager. The latter | 
luncheon conversation with two/|the company’s salesmen. i. Loa Gc ts Se “ele 
Philadelphia, April 12.—The wise | business associates who were com-| The salesman can also profit by |™@C© @ Special trip to the whole~ 


iesman not only keeps in close 
‘ouch with his company’s advertis- 


nd the author of “So You're Going 
’ published today. 


Sell,’ 


petitors. One spoke somewhat en- 
viously of the other’s apparent lav- 


and my sales force is just about 
brokenhearted.” 


establishing an acquaintance with 
his company’s advertising manager, 


perell line, provided the company 
would bear part of the expense for 


saler, spent three days in helping 
him plan a more effective but far 


4 g but also sees to it that his pros-|ish expenditure for advertising,| Mr. Tansill says, and as far as Pep- core. gon a ~ 

4 ects and customers are equally | saying, “I don’t see how you people | perell is concerned, this is definite- Mr. Tansill’s book is published by 

ell informed, according to Donald | can afford to spend so much money |]y known to have saved a large or- the John C. Winston Company at 
Tansill, vice-president in charge | for advertising. All the buyers seem /der. A wholesaler desired to make | , 
sales of the Pepperell Company, |to be talking about your campaign,|a substantial purchase of the ol ea 


Long Buys “Herald” 


> ne " cam ‘ 

a chapter devoted to advertis-| “Well, we think it’s quite worth-|a promotion he had in mind. The P. G. Long has purchased _ the 

. ; : > alge ; oa ° Herald, Bay City, Tex., from W. E. 

part in selling, Mr. Tansill| while,” the other replied noncom-|company’s portion of this promo- Green. who will continue os editce 
ts out that, even if the sales- | mitally. tional expense, Mr. Tansill com- . . 


s fully aware of his company’s 


Later, Mr. Tansill discovered that 


|ments, would have been larger than 


and assistant to the publisher. 
Cook is 


R. E. 
advertising manager. 


Appleseed the Second | 
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S almost every schoolboy knows, the 

original Johnny Appleseed made a 
legend of himself by planting apple- 

e. ) seeds wherever he went, just because 
he liked to look at apple trees. 

Mr. Adolf Muller gets a similar kick out of 
| dogwood trees . .. and that is how he came to be 
FS ‘Johnny Appleseed the Second.” 

Last February, Country Gentleman ran a story 
about Adolf Muller. Tucked away in the story 
was an offer to send ten dogwood seeds apiece to 
the first 25,000 who would write for them. 

i In a month the seeds were gone. 
Just take it neat, and it’s quite a story. Take it 


with the rest of Country Gentleman’s record for 
never having failed to get action for ideas backed by 
its pages...and its pretty darned close to colossal! 

For the two things that make a magazine most 


worth an advertiser’s while are grip upon an audi- 
ence... and an audience worth gripping. 

In Country Gentleman today you get both. 
You get the grip of a magazine read for livelihood 
as well as for entertainment. And you get an audi- 
ence of more than 2,000,000 best-buying families 
from that badly under-sold market which puts up 
some 40 cents of every dollar spent at retail. 

All in all, we doubt if you'll find a better place 
to do some fruitful seeding of your own! 


<= 
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| NOT A DOGGY THEME 


| 


Animal caricatures are used by National 
Union Radio Corporation to put across 
@ pungent sales message in a new four- 
color display. In addition to this howl- 
ing hound, two side pieces show, respec- 
tively, a stubborn mule to represent 
balky radios, and an open-mouthed pig- 
let to epitomize radio squeals. The 
Manders Company lithographed the ma- 
terial, which was designed by Jay 
Weaver. 


Stoker Dealers 
Glad to Pay 
for New Visualizer 


Chicago, April 12.—An ingenious 
new visualizer developed by Fair- 
banks, Morse & Co. to aid salesmen 
demonstrate the operation of its 
automatic stoker has created so 
much enthusiasm among dealers 
that the company is having no dif- 
ficulty in selling the new device at 
$1.90 each. The 9x12 printed piece 
is equipped with five pull move- 
ments, each showing one step in the 
complete working operation of the 
stoker. 

The sheet is printed in four col- 
ors, mounted on three thicknesses 
of board, die cut and slotted with 
eyelets running in grooves to con- 
trol the length of the pull. The il- 
lustration reveals a cross-section of 
the boiler and stoker, and as each 
tab is pulled, a new feature of their 
operation is indicated. 

Harry Neal Baum, advertising 
manager of Fairbanks, Morse, said 
that salesmen have been using a 
visual X-ray sales manual effec- 
tively, but the company felt that a 
new type of equipment was needed 
to hold their interest and provide 
needed assistance. Details of the 
new visualizer were worked out by 
Mr. Baum and Howard W. Scaman, 
head of the creative department of 
the Pryor Press, Chicago. 


To Show Films 


Films from Chesapeake & Ohio 
Railroad, California Fruit Growers 
Association, Allis- Chalmers Mfg. 
Company, Caterpillar Tractor Com- 
pany, Ford Motor Company, Fire- 
stone Tire & Rubber Company and 
Pure Oil Company will be shown 
at the National Conference on 
Visual Education to be held June 
19-22 in Chicago. 


Bireley’s to Morgan 

Bireley’s, national distributor of 
bottled orange juice and other 
citrus products, has appointed Ray- 
mond R. Morgan Company, Holly- 
wood, to handle all its advertising. 
Newspapers, magazines and radio 
will be used. 


Drive for Pianos 

Newspapers and magazines will 
| be used in a new campaign for the 
| Aeolian Company, New York, piano 
|}manufacturer. Brown & Thomas 
Advertising Corporation, New York, 
is in charge. 
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Simmons Doubles 
Budget in Support 
of New Mattress 


Copy to Stress Guar- 
antee Stepped Up from 


Five to Ten Years 


New York, April 12.—Featuring 
an improved product, greater dur- 
ability and a doubled guarantee, 
Simmons Company will undertake 
its largest Beautyrest mattress cam- 
paign in a decade in a magazine 
campaign starting next week. The 
advertising budget for the three- 


month drive will double last year’s | 


figure. 

The program, as explained to 
ADVERTISING AGE today by John W. 
Hubbell, Simmons advertising man- 
ager, is being launched in support 
of a new Beautyrest mattress which 
has 17.6 per cent deeper coils than 


a 


| oratory, and the increase in the 


|guarantee from five to ten years. 
|Simmons formerly advertised that 
ia Beautyrest cost only two cents a 
| night. With the guarantee doubled, 
ithe new slogan is “Luxury comfort 
for a penny a night.” 


| 


New Agency’s First Job 


The campaign, first to be directed 
by Simmons’ new agency, Young & 
| Rubicam, will consist of four-color 
|pages and spreads in a magazine 
list that includes: American Home, 
Better Homes & Gardens, Bride’s 
|Magazine, Collier’s, Good House- 
| keeping, Ladies’ Home _ Journal, 
Life, McCall’s, The Saturday Eve- 
|ning Post, and Woman’s Home Com- 
panion. 

Advance announcements to the 
trade have been received with en- 
thusiasm, according to Mr. Hub- 
bell, and a considerable volume of 
cooperative advertising by furni- 
ture and department stores is ex- 
pected. This week 17 New York 
stores joined together to run full- 
| page Simmons copy in two local 
| newspapers. 
| Beautyrest national advertising 
|will be merchandised widely to the 


| 
| 


gone to considerable trouble to ob- | 


tain home addresses. 
Opening gun in the promotion 
will be a telegram signed by G. G. 


Simmons, president of the company. | 


Next will be a copy of Life, con- 
taining the first spread in the drive, 
followed by a copy of the report 
submitted by the company which 
made competitive tests of inner- 
spring mattresses, a trick mailing 
piece, and a letter written by Don 
Herold telling how consumers are 
pre-sold by national advertising. 
Another series of mailings will be 
sent to store buyers. 


Color Film for Salesmen 


Another feature of Beautyrest 
merchandising will be a sales train- 
ing film, said to be the first com- 
mercial film in color ever used in 
the furniture industry. 

Mr. Hubbell declared that the 
Simmons drive is being well re- 
ceived by retailers because it helps 
them solve their number one prob- 
lem, which is to induce customers 
to spend more per unit sale. Beauty- 
rest, priced at $39.50, is more ex- 
pensive than most mattresses on the 
market today. 

The majority of other innerspring 


EXTENDS DRIVE FOR BEAUTYREST 


“beiltingly luzurious comfort! 
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Consider these points, too, when 
you buy a mottress! 
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the former product. | trade. A series of five promotional 

This improvement, designed to | pieces will be sent to floor salesmen 
improve comfort, will be featured |of department and furniture stores. 
in copy along with results of dur- | Mailings will be addressed to the 
ability tests by an independent lab- |salesmen at home, Simmons having 


mattresses are priced below $20. 
Both retailers and Simmons hope 
to raise the average sales figure by 
increasing Beautyrest sales. 
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These Business Papers are Marketing Tools 9. 


“sURuaT Comfort fon, a etenr & SIGHT” in @ 


What happens when publishers 
think like sales managers 


. time. Process the most important 
Ellis Agency Plan |data units for distribution as mail- 
* |ing pieces or presentations. 

Now Being Offered See that a copy of each unit is 

. . o — ; 2 indexed in the ‘Master Digest” to 

but waste-free coverage. He knows it is phy- to Publishers |give salesman support in verbal 
sically impossible for any sales force to sell) Chicago, April 11.—A presenta- | Selling. Use inexpensive but indi- 
tion of the technique used by mem- | vidualized accessories to dress up 
bers of the Ellis plan agencies in|4ata material. 4 Index files, units, 
the preparation and distribution of |“Master Digest,” and presentations 
media-market data was made here |®¢cording to one master outline 
last night to 25 publishers by rep- | Which organizes the entire sales 
resentatives of the agency network. |story. Consider installation of a 


It was also announced that the | System to control the flow of re- 


Ellis Plan Digest is now available | Search, preparation and distribution 
to publishers and that consultant | °f this material. Tailor the system § 
services of member agencies may be to fit the personality of the indi- 
\btained on a fee basis in adapting | Vidual publication. : 
‘he Ellis techniques to the publish- Mason Barlow, Mason Barlow & | 
r’s needs. Associates, was in charge of the 
Agency executives who addressed | Meeting. Others who addressed the 
the group emphasized, however, that | 8TOUP on salient features of the 
nany of the basic theories utilized | Ellis plan were B. F. Stevens, Van 


Sales-minded buyers of advertising are quick 
to appreciate controlled circulation and_ its 
many advantages for this publishing idea was 100°) of their key prospects and that magazine 
the result of a group of publishers becoming subscription men are no exception to the rule. | 


Thus he readily understands the sound philos- 


“marketing conscious.” It has been said that 


C.C.A. Publications are “what happened when ophy of scientific circulation control to give 


publishers began to think like sales managers” excellent editorial material its chance to work 


and the results speak for themselves. where it counts. 


a ’ Such controlled circulation ec: ow be pur- 
Any sales manager knows he will not permit . on © be pur 


chased by an advertiser with a full knowledge of | 
facts, thanks to the C.C.A. (Controlled Cireula- 
tion Audit) which serves the same purpose in 
the controlled circulation field as the A.B.C. 


his salesmen to spend time on anyone and 


everyone who will listen. He insists on contacts 


only with buying power and buying authority. 


He logically desires such efficiency in his busi- 


(Audit Bureau of Cireulations) does in the paid jn the Ellis plan are available to all 


and he gets it in C.C.A, 
and that use of them, with or with- 


ness paper advertising , 
field. You know exactly what you buy and you. 


Auken-Ragland, Inc.; Wilford York, 
Hoffman & York, Milwaukee; Jack 


ioe 
be 


Publications Oo ‘ ; POV D. Rittenhouse, Mercury Advertis- 
é . nee eee - ut the plan, should prove bene- |: enhouse, Mercury Advertis 
: . know whe re it comes from. Make any sort of a icial to both publisher and agency. |iN& Agency, and C. Franklin Brown 
Such a sales-minded executive also appreciates comparative test you desire. Let results show C. Franklin Brown & Co. All are 

| i : : . ‘ . . Factual Data Asked members of the Midwest Chapter, )§ ° 
that only controlled circulation can give his you how circulation control improves advertis- — - , cites a Hy ae ony 
pt er : : The Ellis plan for presentation of | National Council of Ellis Plan 9 
advertising such thorough. efficient, complete ing efficiency. media-market data for more effec- | Agencies. : + 
tive ‘selling includes ten major —_—— aC 

;points. They are: C 

a ee ; - To Huber & Creeden : 


| Base selling on facts; organize a 
‘raw material file to house scraps 
and ideas that can be used sooner 
or later to tell parts of an outlined 
sales story. Prepare data in an 


The Commercial Brewing Com- 'R 
pany, Charlestown, Mass., brewer [7 
of Old India Pale ale, and Samuel f7 
Kidder Company, Charlestown, f7 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


BAKERS REVIEW GOLFDOM MILL & FACTORY . ; manufacturer of Asthmatic pas- 
a Bie by bi-inch for a Every time|tijles, have appointed Huber & Py ti 

BANKERS MONTHLY HITCHCOCK’S MACHINE MODERN MACHINE SHOP _data is uncovered for a specific use,|Creeden, Boston, to handle their By Y 
ee salvage the meat of it for use next | accounts. - 


TOOL BLUE BOOK 
BETTER ROADS NATIONAL JEWELER 
HOSPITAL TOPICS & BUYER 


BEVERAGE RETAILER WEEKLY — a en 


INDUSTRIAL EQUIPMENT 
ier Pe 7 oan — COMPLETE seecrrco COVERAGE 
COMPRESSED AIR MAGAZINE ach Office Eau; 
; Magazine o ce Equipment 
: i a , — INDUSTRIAL POWE 
ne CONSTRUCTION DIGEST on PETROLEUM MARKETER A SALESMAN’S PARADISE 
ei . ; oe ; INDUSTRY AND WELDING — . ‘ ' What salesman wouldn't like to present his product at the 
te CONTRACTORS AND PREMIUM PRACTICE ’ , , 
= mito rants JOBBER TOPICS Store Executives Meeting. A Salesman’s Paradise! Yet 
. ENGINEERS MONTHLY ; - PROGRESSIVE GROCER you can do just that through your advertising message in 


Department Store Economist. Your sales message is delivered 
personally to the Buyers, Merchandise Managers, President, 
General Manager, Controller, Advertising and Display Man- 
agers—those who buy or okay the buying of— 


DIESEL PROGRESS LIQUOR STORE & DISPENSER 


ROADS AND STREETS 


_ -e MACHINE DESIGN 
DRUG TOPICS RUG PROFITS 


SODA FOUNTAIN 

SUPER SERVICE STATION 

SYNDICATE STORE 
MERCHANDISER 

TIRES 


WHAT's NEW 
ECONOMICS 


WOOD PRODUCTS 


Mm = CONTROLLED CIRCULATION PUBLICATIONS 


MEAT merchandise for re-sale 


DUN’S REVIEW . 
store equipment for use 


MEDICAL ECONOMICS 


ON 


ELECTRIC LIGHT & POWER More of these “Key” people read Department Store Economist 


than any other publication in the field. 


ELECTRICAL DEALER 
Twice Each Month 


7 i RLECTRICAL 
— % MANUFACTURING 


IN HOME 
EXCAVATING ENGINEER 


FLEET OWNER 
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Woon seine WOON shine 
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~ MOON-SHINE PRODUCTS 


WASH'NG FLUID CARPET CLEANER SOF -EN-IT 


This newspaper copy offers a free dish 
towel with every package of Sof-En-lt, 
water softener and cleanser, in an ex- 
tended campaign by Moonshine Chem- 


ical Company, Pittsburgh. Ketchum, 
MacLeod & Grove is the agency. 


Hotels Warned 
Against Letdown 
on Promotion 


) 
New York, April 13.—Indifferent 
nt |} advertising on the part of New York 
il- ® hotel men during the World’s Fair, 


n the expectation that the deluge 
of visitors to the exposition will au- 
tomatically fill their rooms, may 
S bear bitter fruit when the fair is 
over, Theodore R. Nathan, assistant 
manager, Dreier Hotels, last night 
told the Hotel Greeters of America. 
He urged the hotel men to dram- 
tize New York as a side show to 
main attraction, a sort of per- 
‘tual world’s fair. “If the ballyhoo | 
for the fair dwarfs the promotion of | 
the city itself, the after-the-fair | 
slump is a foregone conclusion,” | 
Mr. Nathan declared. “Keep them | 
n pace with one another and people | 
ill not forget for even a year that, | 
fair or no fair, New York is the 
orld’s greatest spectacle,” he said. 


Ohio Advertising agency, has joined | 
William Ganson Rose, Inc., Cleve- | 
ind, as account executive and will 
lirect the advertising of Audiphone | 
Company, Associated Candies, Goff | 
Kirby Company, Ohio Chemical & 
Mfg 


Company, Parker Products 


) Clay Herrick, Jr., formerly with | 
| 
4 


Company and Stadler Products 

s Company. 
Com | Relyea in New Post | 
amuel f) Wm. Relyea, Jr., formerly with | 
town, p Averell Broughton Company, New | 
pas- F) 'ork agency, has joined Interna- | 
yer & tional Exposition Company, New 

their B) Yor! 


Covers 
The TOP Farms 
of the 
Pacific Coast 
with 
UNE Advertisement 
ONE Space Order Tewe 
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SUTRCC RTM Mills Building 
San Francisco 
J. WM. HASTIE NEW YORK 


F.E.M.COLE CHICAGO 


DUNCAN A. SCOTT 
PACIFIC COAST 


Washingte Grange 


Paris Invokes 
Medical Support 


in Garter Battle 


Chicago, April 13.—The long- 
smoldering feud between manufac- 
turers of garters and self-supporting 


| | 
DISH TOWEL | |socks broke into flame this week as | 


A. Stein & Co., producer of Paris 
garters, used space in magazines 
and newspapers to advertise a clean 
bill of health granted its product 
by the American Medical Asso- 
ciation. 

Copy, to be continued until the 
company feels that all potential cus- 
tomers understand its side of the 
controversy, emphasized that Paris 


latory ailments. Social and finan- 
cial aspects of the situation were 
also presented, while a single short 
paragraph covered the competitive 
angle: 


| 


porting’ sox may not only be uncom- 
fortable but also a threat to your 
| health and a menace to your purse.” 
Competitive Angle 

Joseph M. Kraus, advertising 
manager of A. Stein & Co., charged 
that a whispering campaign against 
use of garters had been fostered, if 
|not initiated, by companies inter- 
ested in promoting the competitive 
article. A. Stein & Co. promptly en- 
listed the facilities of the American 


“Substitutes and some ‘self-sup- | 


|effects from the use of adjustable 
|garters are extremely unlikely, and 
}announced that it would accept ad- 
_vertising of Paris garters in its own 
| publication, as well as authorize 
publication of the findings in con- 
sumer periodicals. 
to “substitutes,” quoted above, has 
the approval of the AMA, according 
to Mr. Kraus. 

Since a considerable volume of 
advertising has been placed back 
}of hosiery which is equipped with 
‘an elastic band to eliminate neces- 
sity of the orthodox supporters, a 
|public exposition of the point of 
view of these manufacturers may 
|be expected. 

Mr. Kraus said that he will wel- 


WBBM Likes Crowds.. 
and Crowds Like WBBM 


Crowds? 


Yes, 


crowds. Plural. 


For WBBM’'s listeners add up not to thou- 
sands, but to millions. Chicago is the second 
largest market in the country. But WBBM’s 
guaranteed market is ¢wice as big! Init live one- 
tenth of the nation’s radio listeners. And their 
purchases add up not to millions, but to di/lions. 


Yes, WBBM likes crowds... an 
like WBBM—well enough to make WBBM 
Chicago’s most popular station, ’way ahead of 
any other. 


What WBBM’s crowds mean in terms of 
money is p-l-e-n-t-y. Look at these figures for 
WBBM's daytime primary listening area alone, 
from Sales Management's 1939 Survey of 
Buying Power: 


Retail Sales 1938 . . . $3,009,628,000.00 
(S. M. estimate) 
Effective Buying Power $5,669,303,000.00 


Find out more about these hustling, bustling, 


spending crowds... 


d crowds 


. WBBM’s 222 urban 


markets, 98 rich counties. Just ask us or any 
office of Radio Sales. We'll show you how it 
pays to use WBBM. 


W 


a CBS STA 


CHICAGO 
TION 


Owned and operated by the Columbia Broadcasting System. Represented 
nationally by RADIO SALES: New York, Chicago, Detroit, 
Charlotte, N. C., Los Angeles, San Francisco. 


~ 
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The reference | 


; | ; ee . | 
garters are adjustable, hence cannot | Medical Association, which, after a|come a discussion of all of the issues 
cause varicose veins or other circu- |90-day investigation found that ill |involved. The garterless era began 


about ten years ago and is generally 
|attributed to the influence of col- 
legians, who felt that true smart- 
-ness could be attained only with the 
aid of socks which flopped down 
over the shoes. Despite periodical 
ittacks on this situation by garter 
manufacturers, progress has been 
slow. 


Form Howe & Wood 

Howe & Wood, headed by Frank 
| 3. Howe and William A. Wood and 
| specializing in handling public rela- 
|tions for industries and resorts, has 
been established as an affiliate of 
Raymond R. Morgan Company, Los 
| Angeles agency. Offices are in the 
|Palmer bldg., Hollywood. 
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22 . ADVERTISING AGE 


Survey No Panacea 
for Market Ills, 
Agency Man Asserts 


Recommends Restraint 
in Seeking Opinion of 
"Man on the Street" 


New York, April 11.—Urging ad- 
vertisers to start their research be- 


April 17, 1939 


An investigator need only walk 
down one block, asking questions, 
to determine whether or not there 
is a market for shoes in the United 
States, he pointed out, but to find 
out what style shoes might be sold 
and what prices should be charged, 
it is necessary to go further. 

Many research jobs break down, 
Mr. Leding observed, after the field 
work has been completed. The re- 
sults are left to tabulators who list 
the information mechanically. The 
is that I hardly ever find anything |net result of such procedure, he said, 
in the files that can be applied to/is “like chopping off an arm here, 
someone else’s problem It does|a leg there, until in the end you 
seem that the business man who/can’t recognize what you’ve got. 
says ‘My business is different’ is “In advertising research,” he de- 

: 3 : ae See: right.”’ clared, “you can’t deal with parts 
-eo Miaggencllbetct Recs Ripe tl 7 | Mr. Leding outlined a list of dif-|of people. You've got to deal with 
Thomas, last night advised the | ferent obstacles that lie in the path|a whole man.” 

Technical Publicity Association to rls ge sepa sarbpossen Mg 
ey ae ys Care Pe derstanding of the problem; the fact 

There are so many pitfalls lying that a time limit must be porn 
between the conception of a mar- tained; the necessity of addressing 
keting problem and its ultimate so- the weary to the right man; and 
lution through research, Mr. Leding determining the number of calls that 
said, that advertisers could prob- should be made. 
ably do a much better research job 
by depending on materials in their 
files and their own common sense. 

He deplored the tendency existing 
among many business men to seek 
solutions of their problems by de- 
claring: ‘“We’ll make a survey.” In- 


confronting them, he observed, they 
write it down on a piece of paper 
and send an investigator to get the 
answer from “the man on _ the 
street.” 


ALERT DEALER ENHANCES DISPLAY VALUE 


Every Business Different 
Mr. Leding warned against using 
the experience of people in other 
industries in trying to solve a re- 
search problem. “As the result of 
2,000 surveys,” he remarked, “one 
of the peculiar things I’ve noticed 


Urges Dramatization 


Instead of parking manufacturers’ display material in his cellar, J. H. Skeel, New 


The final step, the speaker noted, 
is probably the most difficult. This 
consists of making the man who 
paid for the survey understand it 
and believe it. Mr. Leding recom- 
mended the presentation of findings 
in cartoon or pictorial form, instead 
of dry statistics. “There are only 
nine digits,’ Mr. Leding said, ‘‘and 
they get very monotonous to look 
at after a while.” 

The annual election of officers 
was a feature of the meeting. The 


Hartford, la., retailer, animates the material and adds to the appeal inserted by 


the advertiser. 


Robert J. Barbour, Bakelite Corpo- 
ration; first vice-president, Keith B. 
Lydiard, Fred Glen Small; second 
vice-president, Charles M. Neigh- 
bors, Babcock & Wilcox Company; 
secretary-treasurer, Edward Laing, 
Westinghouse Electric & Manufac- 
turing Company; directors, Edward 
A. Phoenix, Johns-Manville Corpo- 
ration; Gordon Tuthill, Crucible 


Dealer's Skill 
Makes the Display 
Pay a Profit 


New Hartford, Ia., April 12.—Re- 
search here has revealed one mer- 
chant admirably qualified as the 


Number of Interviews 


The number of calls, the speaker 
pointed out, should be based on 
the type of answers received from 
questions. Once the element of 
variability in answers disappears, he 


stead of thinking about the question |said, enough calls have been made. |following were named: president, Steel Company of America; Wil- Cae i aaa ek 
——_—_— = liam P. Winsor, Reinhold Publish-]| Skeel, owner of a combined grocery : 
ae NRT ae . ing Corporation; and James R.| store and restaurant. ; 
= _ — - isi ee —_ White, Rickard & Co. One glance at the interior of his 7 
eonarieiaiacgerionel establishment proves that Mr. Skee] , 
e e rarely throws away an advertiser's 3 
Pri I ) tI I ) GY Copy Terseness display. What’s more, he enhances q 
the advertiser’s idea by putting the 
n m — Features El Verso display into action, a hobby that i 
Catalogues e Publications e General Printing Cigar Campaign has won Mr. Skeel both fame and |] 
‘ ° ..2 Pp g profits. j 
Direct Mail Advertising Lima, O., April 11.—Small, poster-| Traveling round the walls of this “7 
type advertisements, each express-| store, the eye meets some 80 dis- 7 | 
ARTISTS © COPYWRITERS © ENGRAVERS @ ELECTROTYPERS ing a single idea, comically illus-| Plays which become animated sell- | 


PLANNING @ ing pieces when Mr. Skeel turns the 
switch. Among the units that go 
into action are such well known fig- ¢ 
ures as Chase & Sanborn’s Charlie t 
McCarthy, Philip Morris’ red- 
hatted bell-hop, a Libby, McNeill & 
Libby Jersey cow who switches her 
tail to advertise condensed milk, 


trated, are furnishing the spring 
promotion theme of Deisel-Wem- 
mer-Gilbert Corporation for El 
Verso Jr. cigars. 

The advertisements are currently 
appearing three times weekly in a 
list of Midwestern newspapers and 
will continue for 38 weeks. Dra- 


PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


matic, tersely phrased headlines,| and a Black Sambo who nods his 
OUR SERVICES OUR such as “Knockout,” “A Bombshell,”| head in favor of Charles Denby 
SPECIALTIES “Good Hunting,” and “Smooth Sail- | cigars. 
; TYPESETTING ing,” with contrasting black and Cigar Box Started Him gg 
(Linotype, Monotype and Hand) Catalogues white layouts, help push the five ; a: ‘ Bic 
||| cent seller. A similar campaign is Mr. Skeel’s interest in animated ’ 
PRESSWORK Booklets | in progress for the company’s Em- display started several years ag | 
(The Usual as well as Colors) Publications _|jerson cigar. Century Advertising pe Oe Gh © SED SRNNNNE Een 
, ; are : igure from a cigar carton and put 
T d P Agency, Detroit, prepared the cam-| -°* , ; ; 
BINDING rade rapers || paign. it into action with a small, second = ,,, 
Magazines | cadena hand motor. It attracted so much iim 
(The Usual, Machine Gathering, H M : attention that he has since made ri 
Covering and Wireless Binding) Ouse Organs urray Joins Brown use of every large cardboard figure 


Mal Murray, formerly with S. T. 


, that came into his possession. Hé va 
| || Seidman Advertising, 


MAILING Price Lists 


A LARGE, EFFICIENT AND 


Pamphlet ; : New York, |has profited on several counts. The Ecot 
COMPLETELY EQUIPPED (This Dept. is equipped to de- ew | | | and previously with Lord & Thomas | animation provides a “floor show" | 9 j; 
PRINTING PLANT liver to the post office or custom- Proceedings pl pnd ry Beem : P cme by for his restaurant customers. It | 7 
. ers as fast as printed and bound) Directories ||| poration, New York, as head of the | 2/80 has a strong juvenile appeal. [@ in, 
Hi tori media department. with the result being that when 
DAY and NIGHT ELECTROTYPING AND — — | coenensinsanemeneine mothers send the kiddies off to town 
ENGRAVING OOKS . for a pound of sugar, they are mort " 
eaonentd (Our faciliti to-d d Broadsid | Petry Reappointed than likely to make the purchase 7 ¢;;) 
6 ur facies are up-to- ate an oaasliaes Edward Petry & Co. has been re-| from Mr. Skeel. 
can take care of any sized orders) Folders appeleted national representative of | Cost of power is negligible, Mr 
’ Printi d Advertisi Stations WJR, Detroit; WGAR, x a ; Ae 
3 ee ee ee ADVERTISING SERVICE Circulars Cleveland, and KMPC) Beverly | See! reported, when compare’ iy 
7 Counselless (P] 7 and Hills, Calif., Leo Fitzpatrick, execu- with the attention value of the BF qig 
\ ~~ { anning, copywriting, design- tive vice- -preside nt, has announced. | Show. Each unit is attached to an 


ing, photographing and artwork) 


endless belt surrounding three walls 
of the establishment. 

Nationally advertised product 
represented, in addition to thos 
previously listed, include Coca-Col: 
Old Gold cigarettes, Hershey: 


General Printing | 
||| Wilson Advanced 


Jos. O. Wilson, formerly in charge 
of new product development of 
Electromaster, Inc., Detroit, has 
been named sales promotion man- 


PROPER QUALITY QUICK DELIVERY 

Because of up-to-date Because of automatic 

equipment and best machinery. Day and 
workmen night service 


RIGHT PRICE | 


Because of superior 
facilities and efficient 


management ager. He will also be in charge of | chocolate, Rath meat products = 
advertising. several brands of cereals a? 


candies. 
TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of - 


— the United States is because of satisfied customers 


] " 
to furnish Consulting with us about 
your pri 


inting problems and asking for estimates does not place you under any obligation whatever. 


Starch Adds One 


The Parents’ Magazine, New , 
York, has been added to the Daniel Helen Haisley, formerly wi! 
| Starch continuous magazine-reader | Donahue & Coe, has joined Space & 
| survey. | Time, New York. 
| 
} 

; 


. For your investigation further we will be pleased 
the names of well known firms who are our present customers. 


Joins “Space & Time” 


Secure our proposal on your printing. Large and small orders solicited. = . : - 
Proposals made on all or any part of our services. | | 


| ny" WHEN YOU NEED SALES IN __ 


a | PRINTING PRODUCTS CORPORATION | THE SMALL TOWN MARKEI 


—_ Telephone WABASH 3380 ne a 


Polk and La Salle Streets 


All Departments 
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Survey Finds Milk 
Packaging Costs 
Favor Glass Bottles 


Container Association 
Analyzes Operating 
: Data of Seven Dairies 


New York, April 12.—The Glass 
Container Association entered the 
slass versus paper container argu- 

ment in the milk industry today 

with an article in its revived “Bot- 

tie Front” claiming that packaging 
i wholesale distribution of milk 
class bottles provide a saving 
even to eight mills per quart. 
rhe article is based on an ex- 
ive cost study covering all 

' phases of packaging and wholesale 

ik delivery in seven representa- 

» dairies. Four of the seven use 

both glass and paper containers, 

| while the other three use one or 
> the other exclusively. 

While this study does not refer to 
consumer distribution of milk, it ac- 
cents the controversy precipitated 
in the industry recently in attempts 
made by several dairies to intro- 

) duce paper containers for milk de- 

’ livery to consumers. 


‘ i Paper containers have been ex- 
5 | tensively used by dairies in many | 
s Eastern cities, but ordinances in| 
e other cities, notably Chicago, have | 
t } to date prohibited their use. The! 
d ' Chicago ordinance specifies that 


milk, in less than one gallon lots, | 
is must be delivered in “standard | 
milk bottles.” As yet, this has been | 
' interpreted as meaning a glass bot- | 
} tle. The Dean Milk Company is | 
> seeking an injunction in the ee | 
eral Court which will permit it! 
to distribute milk in paper con- | 
tainers now used by the company 
elsewhere. The court’s ruling is ex- 
® pected to clarify further interpreta- 
tion of the ordinance there. 


Full Report in Booklet 


; The Glass Container Association’s 
) cost survey, appearing in condensed 


jform in its publication, has also 
ited been issued in complete, booklet 
ag form. It points out that while the 
ark “Dsaving of seven to eight mills per 
put quart may seem minute, it is a fig- 
ond Sure often larger than the dairy- | 
yuch § man’s profit per quart. The study 
1ade “remarks that this difference in price 
gure s one which should be paid by the 
He |}consumer, if he has his choice of 
The pcontainer, but that in many instances | 
10W | Jit is the dairyman who pays. 
. It) ] The study also comments on the | 
peal, | increased packaging and distribu- | 
when ston costs accruing to those dairies | 
tow? Fo which package milk in both glass | 
more 


ind paper containers. 


Addition of 
chase eit] 


er form of packaging increases | 
cost on all containers, it is 
, MY. Biclaimed. 

pared 
f the 
to an 
walls 


| 
A chart shows the normal cost | 
lifference between glass and paper 
mtainers on each phase of the 


oducts 
thos 
-Cole 
rshey § 
ts ane 
: and 


packaging and distribution opera- 
tion. Glass containers are shown 
to be much cheaper in the original 
cost than either the pre-formed pa- 
per containers or those which are 
formed at the dairy. 

Paper containers are cheaper on 
the next three steps, receiving and 
storing and washing; but glass bot- 
tles are cheaper to fill. Glass costs 
exceed those for paper in loading, 
vehicle driver and ice expense but, 
according to the chart, these differ- 
ences are insufficient to make up the 
points scored by glass on earlier 
phases of the packaging-distribution 
chain. 

The total cost per 1,000 quarts 
delivered for each of the three 
classifications is as follows: Glass, 


$17.15; dairy-formed paper contain- 
ers, $24.54, and pre-formed paper 
containers, $25.07. The cost figures 
given in each phase include all costs 
which are directly affected by pack- 
aging. They include, for example, 
the plant superintendent’s salary, 
but not the office manager’s salary. 
Pasteurizing costs are not included 
since they are the same for either 
type of packaging. 

Stevenson, Jordan & Harrison, 
management engineers, prepared the 
cost study for the association. 


SUGAR COMPANIES TO 
ADOPT PAPER BAGS 
New York, April 11.—Practically 


all of the leading sugar companies 
in this country have either adopted 


paper bags for packaging sugar, or 


intend to do so within the next 
year, it was revealed here in a sur- 
vey just completed by General Re- 
search, Inc., for Equitable Paper 
Bag Company, Brooklyn. 

According to the report, paper 
bags are fast replacing paper car- 
tons and cotton bags and will even- 
tually be in universal use for small 
unit containers. It is predicted 
that 94 per cent of the sugar firms 
will have adopted bags by the end 
of the year. 

Over 56 per cent of the sugar ex- 
ecutives questioned declared that 
their firms now package two, five 
and ten-pound units in paper bags. 
Another 12.5 per cent plan to adopt 
bags, 25 per cent are definitely in- 
terested and seeking additional in- 


formation, and six per cent are 
neither using bags nor considering 
their adoption. 

The study showed that bag users 
are satisfied with the change, point- 
ing to lower costs, savings to buy- 
ers, improved appearance, and ease 
of packaging as advantages of the 
new system. 

While most of those now using 
bags indicated satisfaction with the 
new material, bags of greater sift- 
proof quality and with better clos- 
ing or sealing devices are desired 
improvements. 


WEBR Names Weed 


Station WEBR, Buffalo, has ap- 
pointed Weed & Co. as national 
sales representative. 


Hee important Reavencvacet: 


by the EDITOR 
and by the BUSINESS MANAGER of 


* 


HOUSE BEAUTIFUL 


Magazine 


* 


66 ORE stable building costs, simplified sound financing and the 
housing shortage have broadened and intensified America’s inter- 
est in home building, furnishing and gardening. New equipment and mate- 
rials have influenced the demand for smaller, up-to-date more livable homes 
in good taste. 


“Fully aware of this trend and completely in sympathy with it, HOUSE 
BEAUTIFUL has given and is giving, authentic information in an interesting 
and inspirational way to an increasing number of families eager to put these 
ideas to practical use. 


“The present result of this editorial policy (without forecasting its potential) 
is the fact that. with the December 1939 issue, the circulation base of HOUSE 
BEAUTIFUL Magazine 


WILL BE 200,000 COPIES” 


Mia Aen editor 


“H 


tising value. 


OUSE BEAUTIFUL’S persistent circulation growth is due wholly 
to its practical editorial value. Its linage gains are due to its adver- 


“Advertisers will, in the future. pay less, proportionately, for greater value. 


~The new circulation base of 200,000 is an increase of more than 29%. 


new rate (black and white page) is an increase of less than 18%. 
rate per page per thousand is $8.50—by far the lowest in the quality field. 


Vi 0 Jegbr business manager 


The 
The 


“Effective with the December 1939 issue HOUSE BEAUTIFUL Magazine 


announces a 


BLACK AND WHITE PAGE RATE OF $1700.*” 


“Orders for space in the December issue will be accepted at the current 
rates if placed before May Ist. 


et 
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Fix $600,000 
As Budget for 
Valencia Oranges 


Los Angeles, April 13.—Based on 
an investment of five cents per box, 
the California Fruit Growers Ex- 
change will spend $600,000 in mer- 
chandising the Valencia orange crop, 
Russell Z. Eller, advertising man- 
ager, announced today. The 1939 
crop is considerably smaller than 
last years’ all-time high. 

Tentative plans outlined by Mr. 
Eller provide for black and white 
advertising in newspapers of major 
markets, a continuation of color 
pages in national magazines, with 
emphasis on preferred position, car 
cards, and neon bulletins in large 
cities. Express truck posters to be 
used in May and July will feature 
lemons as well as oranges during 
the latter month. 

“To maintain present consumption 
and quicken consumer demand, we 
will concentrate this summer’s ad- 


me, , 
vertising on established uses, par- | 


ticularly orange juice,” said Mr. 
Eller. “Health and appetite appeal 
will be stressed as leading reasons 
why people eat oranges.” 

Previously announced lemon pro- 
motion includes a national cam- 
paign to popularize lemon and soda 
as a health drink. A dozen maga- 
zines will carry this theme, which 
will have active support of the Ex- 
change merchandising staff in East- 
ern cities. Food advertising of 
lemons is being continued in maga- 
zines, street car cards and outdoor 
bulletins. Lord & Thomas handles 
the account. 


Hodge Appointed 


William H. Hodge, Chicago ad- 
vertising counsel, has been ap- 
pointed associate publisher of Pub- 
lic Service Magazine, St. Paul, 
Minn., issued for utility employes 
and stockholders. Mr. Hodge will 
have charge of the editorial policy, 
circulation and advertising and will 
be located in the Civic Opera bldg., 
Chicago. 


bune. 


KSO, Des Moines, is rapidly winning recog- 
nition as lowa's Foremost News station. 


Nine times a day, KSO listeners hear im- 
portant headlines in the day's news—local, 
state, national and world. News is gath- 
ered through an efficient station staff, U. P. 
and |. N. 
ities of the Des Moines Register and Tri- 


S. radio wires, and statewide facil- 


What does this complete news service 


mean to you? 
audience which depends on KSO regularly 
for news as well as a complete schedule of 
excellent programming. 


And, of course, you 
can buy KSO in the 


IWNAX-lowa WNet- 


work combination at 
an exceptionally low 
rate. 


It means a large and loyal 


KSO gives you a ready-built audience 
among the more than 1,000,000 people 
who live in lowa's largest single marketing 


area—at a rate you're sure to find at- 


tractive. 


DES MOINES - NBC Blue-MBS- 1430 K.C. 
$000 WATTS L.$. * 
Represented by THE KATZ AGENCY 


1000 WATTS RIGHT 


PROGRAMMED for maximum AUDIENCE ia a major MARKET at minimum RATE 


—Commercial Disp 
r-——1939 -——19 
Pages Lines Pages 
Monthlies 
*American Cotton 
So ee eee 3.1 2,174 4.1 
American Fruit Grower 20.8 9,373 18.7 
American Poultry Jour- 
nal 
Eastern Edition . 16.6 7,119 16.9 
Arkansas Farmer 4.56 3,383 4.8 
Breeder's Gazette . 14.7 6,614 11.9 
California Citrograph.. 23.2 15,557 24.9 
Capper’s Farmer ..... 33.9 23,070 37.7 
*Carolina Co-operator.. 10.9 4,564 13.5 
Country Gentleman - 45.9 31,222 61.4 
Country Home . 20.7 14,047 25.9 
Farm Journal . 35.0 15,019 35.1 
Farm & Ranch 24.1 18,208 29.3 
*Florida Grower 7.2 4,869 12.0 
*Hoosier Farmer 18.6 8,100 17.2 
t*Idaho Granger 6.3 6,792 6.2 
*Kentucky Farmers 
Home Journal ..... 8.3 6.477 9.9 
National Livestock 
oo. eee 6.0 41,398 7.6 
Nation's Agriculture . 5.7 2,565 5.8 
*New Jersey Farm & 
CPGOR sacsveccesser 21.6 9,73 22 
"Ohio Farm Bureau 
News saat - 14.9 6,723 12.3 
Poultry Tribune 
Eastern Edition .. 19.3 8,265 20.4 
Progressive Farmer- 
Southern Ruralist: 
Carolina-Va. Edition, 29.7 21,646 28.4 
Georgia-Ala Edition. 28.3 20,615 28.4 
Kentucky-Tenn, Ed... 26.0 18,909 28.4 
Mississippi Edition... 25.5 18,537 27.6 
Texas Edition ...... 26.5 19,298 23.4 
tAll Editions sevcee oboe 15,831 20.3 
tAver. of 5 Editions. 27.2 19,801 27.3 
Southern Agriculturist.. 17.! 13.117 31.3 
Southern Planter eoee 19.1 13,364 20.9 
Successful Farming 49.6 22,340 61.6 
Wyoming Stockman 
Farmer .... 6.7 7,483 4.1 
Total Group 355,778 
Semi-Monthies 
(March) 
Arizona Producer 21 16,608 14.4 
*California Grange News 7.8 12,418 5.9 
Farmer-Stockman 21.9 16,584 21.6 
Hoard’s Dairyman 27.2 19,828 23.4 
Missouri Farmer 9.5 7,458 14.9 
Montana Farmer 17.2 12,975 18.3 
*Oregon Grange Bulletin 12.4 13,468 13.8 
Utah Farmer 12.4 9,391 13.6 
Western Farm Life 16.0 12,550 165.8 
Total Group . ‘ 121,368 
Bi-Weeklies (March) 
(Two issues unless otherwise noted) 
American Agriculturist 17.9 13,006 19.23 
California Cultivator 28.4 21,437 29.1 


April Linage in 
Farm Monthlies 
Declines 5.8% 


New York, April 11. — Commer- 
cial display in monthly farm papers 
totaled 355,778 lines in April, a de- 
cline of 5.8 per cent from the 1938 
| total of 377,643, Publishers’ Infor- 
mation Bureau reported today. This 
compares with a decline of 4.1 per 
cent in March. 

A majority of other farm paper 
classifications, currently reporting 
March linage, showed increases for 
that month. Semi-monthlies carried 
121,368 lines, a gain of 3.5 per cent 
over the 1938 total of 117,215. 

Weeklies reported a total of 113,- 
484 lines, or 2.9 per cent more than 
the 110,260 reported at this time 
last year. Dailies carried 136,407 
lines, a gain of 0.1 per cent over the 
1938 total of 136,223. Bi-weeklies 
reported a decline of 4 per cent, 
with a current total of 330,806 as 
compared to 344,712 in 1938. 

Figures and page totals for the 
individual papers are shown in the 
accompanying table. 


Agency Moves 


Post & Swanson has moved to 
12 E. 41st street, New York. 


A 


APRIL ADVERTISING LINAGE IN FARM PAPERS 


Poultry and Poultry and 
Livestock Livestock 

lay— —Display—~ -—Commercial Display—, -—Display— 
38—— 1939 1938 -—1939—, -——_1938—_, 1939 1938 
Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Dakota Farmer ...... 14.3 11,040 13.9 10,716 717 1,128 

The Farmer (General 
® $09 : oo Prrrrer rie 26.2 20,548 24.9 19,493 2,617 2,502 
8,397 Indiana Farmer’s Guide 22.8 17,895 27.4 21,479 454 659 
Idaho Farmer ........ 24.1 §18,224 26.6 §20,104 214 78 
Kansas Farmer ....... 14.8 11,248 12.4 9,439 1,520 1,268 
262 5, 609 ,.03 Michigan Farmer 20.7 15,868 22.5 17,263 2,424 2,271 

+59 5! :36 | Missouri Ruralist 14.4 10,948 15.9 12,086 711 146 

5,369 1.02 1.2305 | Nebraska Farmer ..... 25.4 18,459 24.1 17,545 1,447 1,498 
16,725 sony tAverage 4 Editions. 26.5 19,290 25.56 18,542 1,881 1,626 
25,651 470 444] New England Home- 

5,670 aaa SN Sdeaverear cess 24.9 17,445 25.0 17,502 3,007 2,787 
34,958 1,205 1.331} Ohio Farmer ......... 27.3 21,002 24.4 18,763 1,404 1,529 
17,618 747 705 | Oregon Farmer ....... 23.0 §17,418 28.8 §21,741 ede ; 
15,050 1,138 1.034 | Pennsylvania Farmer... 21.1 16,226 24.9 19,142 3,256 3,652 
22,168 1,592 041 | Prairie Farmer: 

8,134 , Illinois & Indiana Ed. 31.4 22,850 29.6 21,565 1,319 1,168 

7,720 .| Rural New Yorker.... 23.3 18,251 24.9 19,492 6,163 6,232 

6,703 Wallaces’ Farmer & 

Iowa Homestead - 30.4 23,822 29.1 22,818 2,543 4,186 

7,746 1,456 989 | Washington Farmer .. 22.9 §17,343 27.1 §20,512 116 42 

Wisconsin Agriculturist 22.7 17,776 24.2 18,980 2,120 2,562 

2 589 Total Group ........ . 330,806 344,712 32,588 34,394 
10,044 2.406 396 Weeklies (March) 

47 1. 89 (Four issues unless otherwise noted) 

Capper’s Weekly ..... 3.1 6,889 2.6 5,929 2,507 1,256 

8,757 17 4,066 | Dairyman’'s League 

OUR EV ee TT ere 5.1 3,749 7.2 6,223 540 758 

Pacific Rural Press: 

20,696 666 682 Northern Edition 37.5 28,339 39.7 29,995 847 3,609 
20,698 544 168 Southern Edition 35.5 26,827 37.0 28,008 900 3,452 
20,677 648 660 tAll Editions , . 83.7 25,443 35.7 26,997 789 3,609 
20,114 825 626 | Semi-Weekly Farm News: 
17,011 980 700 Friday Edition ..... 3.6 8,232 1.9 4,591 776 219 
14,768 266 194 Tuesday Edition 1.4 3,371 2.1 156,029 618 74 
19,839 733 627|*Washington Grange 
14,775 367 265 MTT TTT Terre 13.6 14,728 11.5 12,424 
14,638 961 814 | Weekly Kansas City Star: 

23,216 £40 769 Missouri Edition 8.7 921,349 7.7 919,061 3,354 2,204 
4,561 196 128 Total Group ........ eooe 118,484 - 110,260 9,642 11,973 
77,64 7,29 179 Dailies (March) 

*Chicago Daily Drovers 
Journal ...cseecseeee 14.9 31,680 14.1 29,955 8,140 8,¢ 
“’ cae . 94] *kKansas Cit y Daily 
16.354 1 B46 11 Drovers Telegram... 17.4 37,022 16.9 35,978 9,754 15,053 
17062 1697 497 *Omaha Daily Journal- 

we aa Pp CUSGRIEE ciccccisece 17.5 37,137 18.4 39,237 11,095 13,798 
11 646 » 590 594 *St. Louis Daily Live 
ge 50% O42 Stock Reporter ..... 14.4 30,568 14.6 31,053 5,558 7,302 
10,250 920 1,72 al G , 5 09 nay eas 
12°387 41 289 Total Group 136,407 .+» 136,223 34,547 44,78 

117,21 7,935 9,281 *Figures provided by publisher. 
tNot included in total. 
tMarch—not included in total. 

14,064 2,220 2.549 &Three issues, 

22,008 336 39 


{Five issues. 


To “Farm Journal” 


| Dr. Franklin R. Cawl, formerly 
merchandising director of The 
Philadelphia Inquirer and_ pre- 


viously professor of merchandising 
at Wharton School of the Univer- 
ity of Pennsylvania, has _ been 
named director of research and 
marketing for the Farm Journal 
and The Farmer’s Wife, Phila- 
delphia. 


Muzak Adds Stretch 


Harold A. Stretch, Jr., formerly 
with Stations WHN and WNEW, 
New York, has joined the Muzak 
Corporation, New York, as_ sales 
representative for the sponsored 
network recently established by the 
company. 


Wilson with Fitch 


S. K. Wilson has been appointed 
vice-president in charge of sales 
and advertising for Francis Emory 
Fitch, Inc., New York publisher and 
printer. For the past two years, 
Mr. Wilson was creative director of 
Erwin, Wasey & Co., London. 


New Post for Schimpff 


H. C. Schimpff has joined West- 
ern Livestock Journal, Los Angeles, 
as advertising manager. He was 
formerly in charge of the promo- 
tion department of the Los Angeles 
Daily News. 


Campaign Triples 
Egg Sales in 


New England Area 


Worcester, Mass., April 12. — The 
New England Fresh Egg Institute's 
campaign in New England states 
increased egg sales volume by 30 
per cent, Leavitt C. Parsons, mar- 
keting counsel for the institute, said 
today. 

Launched March 15, the campaign 
is scheduled to end on April 15. It 
is being staged with the cooperation 
of the National Association of Food 
Chains. Promotional material has 
been distributed through food and 
drug chain stores who are also using 
special interior and window displays 
during this period. 

A feature of the promotion is the 
use of such slogans as “Give the 
eggs a break,” and “Get your vita- 
mins in nature’s original package 
R. P. Felton is advertising counsel 
for the institute. 


Windett Joins “Newsweek 


= 


Arthur Windett, formerly on thé 
Chicago staff of Nation’s Business 
has joined the Chicago advertisin 
staff of Newsweek. 


STOCK PHOTOGRAPHS FOR EVERY ADVERTISING NEED 


Save time. Save money. 


of subjects. Only $10 each, and 


NEW YORK 
599 FIFTH AVE. 
ELDORADO 5-8580 


Plan knock-out advertising 
with our superb stock photographs on a great variety 


phone. 
we'll have them at 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


your elbow on approval by the time you hang up the 
If you haven't a copy of our big catalog of 
over 1000 stock photographs, ask about it. 


CHICAGO 
143 N. WABASH AVE. 
FRANKLIN 0074 
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Coming | 


Conventions 


April 25-28. Annual convention, | 
Promotion 


National Newspaper 
Association, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
—nerican Newspaper Publishers 


esociation, Waldorf-Astoria, New 
York 
April 27-29. Annual convention, 
Associated Business Papers, Inc., 
rhe Homestead, Hot Springs, Va. 

May 4-6. Annual convention, 
National Association of Chain Drug 
Stores, The Greenbrier, White Sul- 
phur Springs, W. Va. 

' May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

lay 8-9. Midyear meeting, As- 

.iated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
N. Y. 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York 

May 16-17. Spring convention, 
Inland Daily Press Association, 
Hotel Sherman, Chicago. 

May 19-20. Spring session, Ameri- 
can Marketing Association, Me- 
dinah Club, Chicago. 

May 22-24. Annual convention, 
Toilet Goods Association, Hotel 
Biltmore, New York. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 


sumer Relations Conference, Buf- 
falo, N . 
June 5-7. Annual convention, 


National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, 
Philadelphia. 

June 12-15. Annual convention, 
Association of National Classified 
Advertising Managers, Hotel Sen- 
eca, Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 


' America, Hotel Pennsylvania, New 


York. 


June 12-17. Annual convention, 


| Lithographers National Association, 
» Westchester 


Country Club, Rye, 
N. Y. 

June 15-17. 
Southern 


Annual convention, 
Newspaper Publishers 


) Association, Chamberlain Hotel, Old 


Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 


a Ambassador Hotel, Atlantic 
“ity 

_Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Roya York Hotel, Toronto. 

Sept. 12-13. Annual convention, 


Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 


‘clation, Hotel New Yorker, New 
York 


wep sack ISSUES 


® Complete coverage y 
“ current and back 
“tues of trade papers 
wd general magazines 
“t editorial and adver- 
‘sing material. 


“Using 
Trade Paper 
Clippings in 

Business” 


BACON’S 
IPPING BUREAU 


' N. LASALLE ST., CHICAGO, ILL. 


H. B. FREEMAN PASSES 
Orange, N. J., April 11.—Harry 
B. Freeman, former art director of 
Conde Nast Publications, died in a 
hospital here April 8 at the age of 
58. He retired from Conde Nast in 
1936. He was a member of the 
Art Directors Club of New York. 


WOOD, NEWSPAPER 
PLATE EXPERT, DIES 

New York, Apri! 11.—Henry 
Alexander Wise Wood, newspaper 
machinery inventor and chairman 
of Wood Newspaper Machinery 
Corporation, died at his home here 
Sunday of pneumonia at the age 
of 73. 

Mr. Wood invented the autoplate, 


a machine for casting printing 
plates which replaced hand-made 
plates. A variety of other inven- 
tions helped to speed up newspaper 
printing, and his research work led 
to the widespread development of 
high-speed equipment. 


ANA Elects Ice Group 


National Ice Advertising, Inc., 
Chicago, has been elected to mem- 
bership in the Association of Na- 
tional Advertisers. Harley G. Hust 
will represent the company. 


N. W. Ayer to Move 


N. W. Ayer & Son will move its 
New York headquarters to larger 
offices in the RCA blidg., Rocke- 
feller Center, within two months. 


7796 copies. 


WHEW YORK = 
SAN 


HEARD A 
GOOD STORY 
LATELY? 


MEDIA RECORDS uncorks the fact that the Journal led in 
alcoholic beverage linage in 1938, along with many another “first” 
in the principal retail and national classifications. It is a further 
recognition of the Journal as the “man’s paper” of this market. 


Because of the time difference of three hours in winter, four hours 
in summer between Portland and the Atlantic Coast, we have the 
closing New York stock quotations at noon. In early afternoon we 
have the finals of the big league baseball games, eastern football 
games, of Pimlico, Narragansett, Saratoga, Hialeah. In early after- 
noon we have the complete story of all that happened in the nation’s 
capital during the day. Men read the Journal eagerly because it 
is first in giving them men’s news. 


More than that, here in this concentrated Portland market, where 
you have complete distribution and the greatest per capita sales of 
alcoholic beverages, the daily Journal has a circulation lead of 


We have available special studies on liquor sales 
and distributions which apply to your particular 
brand. We'll gladly send them upon written request. 


Tht JOURNAL 


PORTLAND? OREGON 


REYNOLDS-FITZGERALD, INC,, NATIONAL REPRESENTATIVES “i 
CHICAGO - 
FRANCISCO - 


PHILADELPHIA 
LOS ANGELES > 


Matthews Joins Meermans 
John E. Matthews, formerly in 


the advertising department of 
Cleveland Trust Company, has 
joined Meermans, Inc., Cleveland 


agency. 


Frankel-Rose Named 


Frankel-Rose Company, Chicago, 
has been named to direct the ac- 


“Journal” Changes Name 

Southern Power Journal, Atlanta, 
will change its name to Southern 
Power and Industry, effective with 
the June issue. The editorial for- 
mat will be restyled, with no in- 
crease in advertising rates. 


Dannett Reappointed 
Sylvia G. L. Dannett, New York, 


count of D. A. Pachter Company,|has been reappointed to handle the 
Chicago, national premium repre- | advertising of S. Liebovitz & Sons, 


sentative. 


To “Home Friend” 


George W. Weatherby, formerly 
president of W. D. Boyce Company, 
has joined The Home Friend, Chi- 
cago, as head of the advertising 
department. 


DETROIT 
SEATTLE 


YES, THE 
JOURNAL HAS ONE 
ON LIQUOR 
LINAGE 


New York. Newspapers, direct mail 
and college publications are being 
used for Publix shirts. 


Joins Tyler Staff 


Muriel Grant has joined the staff 
of M. L. Tyler, Boston newspaper 
representative. 
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Terms Radio Superpower 


Hazard to All Advertising 


Washington, D. C., April 12.— 
Though the recommendation that 
licenses of radio stations be extend- 
ed from six months “to at least one 
year” featured a report issued last 
weekend by a committee of the Fed- 
eral Communications Commission, 
the 500-page analysis also contained 
a declaration of public policy on 
the question of superpower. 

While the committee, made up of 
Norman S. Case, T. A. M. Craven 
and George Henry Payne, admitted 
that 500 kw. power would answer 
the problem of improved service for 
rural districts, among others, it con- 
tended that both radio networks and 
competing media would suffer seri- 
ously from the wide coverage at at- 
tractive terms which the stronger 
stations would be able to offer ad- 
vertisers. 


Aid in Stabilization 


“It cannot be concluded safely,” 
said the committee, “that if radio 
competition should be highly suc- 
cessful, the public interest would be 
served by permitting the economic 
annihilation of other media. The 
latter have a far greater capital in- 
vestment and affect the employment 
of many more thousands of people 
than radio. Labor displacement re- 
sulting from technological develop- 
ment is one of the social problems 
of the modern age and consequently 
this is a significant economic factor 
to be considered in the future of the 
radio advertising business.”’ 

The committee’s recommendation 
on longer licenses was as follows: 

“Under the present rules the li- 
cense of a standard broadcast sta- 
tion is limited to six months. In 
view of the evidence submitted at 
the recent hearing and other in- 
formation available, it appears that 


the broadcast industry has reached 
a point where it is advisable to in- 
crease the license period to at least 
one year. The Communications Act 
of 1934 limits the license period to 
three years. It is believed that this 
action will assist to stabilize the 
broadcast industry without reducing 
the necessary control of the Com- 
mission over the licensees.” 


Lose Local Advertisers 


Discussing the superpower situa- 
tion, the committee admitted that 
any station operating on 500 kw. 
would lose local advertisers who 
would be unwilling to pay for cov- 
erage of such a wide territory, but 
said that the number of these ad- 
vertisers is not large enough to com- 
pensate less powerful stations for 
their competitive disadvantage. The 
effect on networks would be even 
more disastrous, it was added. 

“One regional network,” said the 
committee, “covers both large and 
small cities of New England through 
16 stations, rendering primary ser- 
vice to a substantial portion of New 
England’s 8,166,343 inhabitants. If 
a 500 kw. station were authorized 
for operation in the Boston area, it 
would render a_six-millivolt per 
meter signal or better to about 4,- 
000,000 inhabitants, and a less pow- 
erful signal to 1,100,000 others. For 
the most part these 5,100,000 in- 
habitants are the same as are cov- 
red by the 16-station network. 


Gives Composite Rate 


“The composite network rate in- 
volving the 16 stations is $2,340 an 
hour, compared with an estimated 
rate of $750 an hour for a 500 kw. 
station in Boston. That the esti- 
mated rate for the 500 kw. station 
is less than one-third that for the 


network is extremely important in 


LET'S MAKE 
ALL TONIGHT. 
= SUSIE! 


Fargo is the biggest little city you ever saw—good 
evidence that our hayseeds have a heap of wealth 


even after paying for all their necessities! And Fargo 


gets most of the money that’s spent in our rich Red 
River,Valley — a radius of 200 productive miles! 


WDAY in Fargo gives exclusive coverage of this entire 
Valley. Our newly revised data book tells you every- 
about our prosperous rural-and-urban market. 


May we send it to you? 


WDAY, INC. 
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its competitive implications and 
cannot be passed off lightly.” 

The committee found that in 1937 
the single 500 kw. station in exist- 
ence secured revenues one-third 
larger than any 50 kw. station, re- 
gardless of location, and revenues 
four times as large as 50 kw. sta- 
tions in communities of a compar- 
able size. It pointed out that the 
33 50 kw. or more stations already 
secure 44.9 per cent of all network 
revenue accruing to stations, as well 
as 47.5 per cent of all national spot 
advertising. 


Exceed Time Sales 


“If 25 stations were authorized to 
operate with 500 kw.,” the report 
continued, “and if each were able 
to sell as much advertising to na- 
tional advertisers as the existing 500 
kw. station sells, their total billings 
to national advertisers alone would 
exceed the total time sales of all 
629 commercial stations combined in 
1937.” 

This reasoning was followed by a 
detailed statement of operations of 
Station WLW, Cincinnati, in 1937, 
showing that it had gross sales of 
$3,465,651, $1,953,279, or 56.4 per- 
cent of which were network 
and $1,512,372, national spot. The 
station had no local time sales. 
Agency and network commissions 
and brokerage took $1,047,565 of the 
total given. The. station’s§ gross 
business was almost as great as that 
of seven unlimited time 50 kw. sta- 
tions with which it was compared. 

The net revenue of WLW in 1937 
was $2,792,000, compared with $960,- 
boy in 1933, when it operated on 
150 kw. This was an increase of 
| 190.8 per cent, compared with an in- 
crease of 153.8 per cent for all radio. 
The committee drew many other 
comparisons to show the baleful ef- 
fect of superpower on competition 
within and without the industry. It 
said that a 1935 post card survey 
showed that rural listeners in Flori- 
da preferred WLW over all other 
stations at night, but concluded that 
this was due somewhat to lack of 
competition from outside stations. 


sales 


Degree of Sponsorship 


The committee report gave de- 
tailed figures on radio operations of 
the country’s stations for 1937, 
based on a survey covering the week 
}of March 6, 1938. It found that only 
| 34.55 per cent of the program hours 
of 633 stations was sponsored, leav- 
ing 65.45 sustaining. The report 
summarized content of radio pro- 
grams by reporting that of total 
music time, less than one-fourth is 
|sponsored; of total dramatic pro- 
gram time, two-thirds is commer- 
cial; that total variety program time 
is slightly more than one-half com- 
mercial; and that total time devoted 
| to talks and dialogues, news, reli- 


According to the FCC study just released, the nation's radio stations devote almost twice as much of their available time to 
sustaining programs as to the commercial variety. 


gious and devotional, and special 
events, is only slightly more than 
one-third sponsored. 

Perhaps the most illuminating 
data on audience tastes was sup- 
plied by the breakdown of programs 
of stations in various population 
brackets. Maximum time devoted 
to music is 58.2 per cent, found in 
stations serving towns of from 10,- 
000 to 25,000. This compares with 
52.4 per cent for stations serving 
cities of 2,500,000 and over, which 
is the maximum in the metropolitan 
group. The maximum for drama 
in the non-metropolitan group is 
8.0 per cent, found in the 50,000- 
100,000 class, and in the metro- 
politan field, 14.2 per cent, also rep- 
resenting the 1,000,000-2,500,0000 
bracket. 

Variety reaches its zenith in the 
metropolitan field among stations in 
the 100,000-250,000 class with 10.5 
per cent, and in the non-metro- 
politan class, in 50,000-100,000 cit- 
ies, with 11.5 per cent. Talks and 
dialogues account for a maximum 
of 12.3 per cent of the time in met- 
ropolitan groups, and 11.6 in the 
non-metropolitan. News reaches a 
maximum of 8.9 per cent of the pro- 
gram hours in_ stations serving 
large cities and 9.6 per cent in the 
other. The peak for religious and 
devotional is 5.5 per cent for metro- 
politan, 28.7 per cent for the other 
section. 

These variations are much more 
pronounced when commercial time 
only is considered. The maximum 
for music in the metropolitan group 
is 35.9 per cent, and in non-metro- 
politan, 28.7 percent. The peak for 
drama in the metropolitan field is 


80.9 per cent, and in the non-metro- 
politan, 58.4 per cent. The top for 
}variety is 66.9 per cent in the big 
city field, and only 53.0 in the other. 
The big towns go for talks and 
dialogues to the extent of 46.4 per 
cent in one bracket, while the max- 
imum in the small is 31.1 per cent. 
The maximum for news in the met- 
ropolitan field is 39.7 per cent, and 
in smaller cities, 45.9 per cent. 
Sponsorship of religious and devo- 
tional programs reaches a maximum 
of 50.0 per cent in the big towns 
and only 37.5 in the smaller. 


Emphasis on News 


“The general trend of news pro- 
grams,” the report said, “ap- 
pears to have an_ incongruously 
large emphasis in cities and met- 
ropolitan districts of from 25,000 
to 250,000 population. There seems 
to be a sharp recession to the 
general trend for religious and 
devotional programs in metropol- 
itan districts of 500,000 to 1,000,000 
population. Only one type of pro- 
gram is indicative of a trend of in- 
creasing emphasis as the size of the 
community becomes less and _ that 
is special events. Exceptions to this 
trend are relatively low emphasis 
in metropolitan districts of from 
500,000 to 1,000,000 population and 
in cities of 10,000 to 100,000.” 
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Promotion 
Review 


Neat trick of CBS in connection 
vith the switch of Amos ’n’ Andy 
to its network was a tie-up with 
moving companies in several cities, 
‘ith the moving vans carrying 
Amos ’n’ Andy posters, and getting 
» their own plug in connection 
with the switch. In New York, for 
nstance, 90 moving vans carried 
posters with a likeness of the black- 
face team, saying, “Amos 'n’ Andy 
are smart! They’ve moved to Sta- 
tion WABC. Be Smart. Don’t wait 
until the rush season for your mov- 


f 


‘Herald Tribune’ 
Wins Ayer Award 
For Fourth Time 


Philadelphia, April 12—The New 
York Herald Tribune was today 
named winner of the Francis Way- 
land Ayer cup for 1939, being ad- 
judged the best newspaper from 
the standpoint of typographical ex- 
cellence in the Ninth Annual Ex- 
hibition of Newspaper Typography 
conducted by N. W. Ayer & Son. 
This is the fourth time the cup has 
been awarded to this newspaper. 

The cup won by the Herald Trib- 
une was a sweepstake award given 
to the best newspaper among al] 
entries, without regard to circula- 


New York Times, first. 
Press, second. 
Monitor, third. 

Daily circulation from 10,000 to 
50,000: Hartford Courant, first. 
Chattanooga Daily Times, second. 
Bridgeport Telegram, Bridgeport, 
Conn., third. 

Under 10,000 circulation: Concord 
Daily Monitor, Concord, N. H., first. 
Hornell Evening Tribune, Hornell, 
N. Y., second. Meadville Tribune- 
Republican, Meadville, Pa., third. 


Tabloid Award Added 


Christian Science 


In the tabloid group — a new 
classification this year—the New 
York Daily News was given the only 
honorable mention awarded. 

There were 121 entries in the 
group with circulations exceeding 


Pittsburgh 


ing.” Similar signs appeared on 
17 vans in Cincinnati, 9 in Minnea- 
polis, 4 in Washington, and 80 taxis 
n Na hville. 

* 
of the most unusual local 
promotion stunts we've seen in 
come time appeared in the March 
27 issue of the Minneapolis Star. In 
this issue three full pages invited 
readers to “meet 388 Star Makers.” 
Brief explanatory text set the stage, 
and then came 388 seven-eighths- 
inch cuts of the entire home office 
staff, with name, local address, and 
department shown. All of the cuts 
were the same size, and they ran 
in alphabetical order, the pictures 
of John Thompson, publisher, and 
Basil Walters, editor, being buried 
on the last page, in their proper 


* + 


Cyne 


ee ee 


ig alphabetical places. 
rr. * s 
1d i True Story is aiding the circula- 
er tion ef magazines and booklets pub- 
X- lished by other organizations. With- 
it. in recent weeks it has distributed 
>t- copies of a National Association of 
nd Manufacturers booklet, “Yardsticks 
nt. of American Progress,” and of cur- 
'0- rent issues of Dun’s Review. Both, 
im of course, contained material em- 
ms phasizing the True Story wage- 
earner market story. 

WENR, Chicago, is getting atten- 
ro- / tion for a series of mailing folders 
ap- d by using interesting die cuts, com- 
isly ' bined with soft, water color illus- 
1et- trations. 

000 * * #*& 

ems |) Announcement, complete with 
the membership card, has come in of 
and ~ the organization (non-profit) for 
pol- e preservation of the dying art of 
),000 quare dancing, which, “except in 
pro- uch rare spots as the Waldorf and 
f in- the mountain retreats of tired 
f the novelists, is being wiped from the 
that American scene.”’ The point is that 
this more than 15,000 farm folk paid out 
hasis 16 cents each in 30 days for Arthur 
from Murray’s dance book, as offered in 
and The Country Home. 

— Liberty’s exhibit at the New York 
peso World's Fair will consist principally 
CE of a movie, “I'll Tell the World,” 


which will tell the stories of maga- 


rin zines and magazine advertising in 
ing terms of consumer benefits. The 

film will also be shown to women’s 
nc. Clubs as well as to advertisers, 
h 8655 


gencies and publishers. 


Let YOUR CUSTOMERS 
GO TO BAT for you with 


* ACTION PICTURES 
* SIGNED TESTIMONIALS 
* PERFORMANCE REPORTS 


GS FIELD PHOTO-REPORT Service digs 
“P customer-benefit evidence—speedily, 
*curetely, wherever your products ore 
“ied. Step up the effectiveness of your 
*évertising, seles promotion end pub- 
‘ity, GS PHOTO-REPORT illustreted 
tulletin free on request. 


Gustavus. Sicktes, JR. 
TRUST BLDG., NEWARK, N. J. 


tion or format. Honorable men- 
tions in the other groups are as 
follows: 

More than 50,000 circulation: 


50,000; 342 in the second group; 
834 in the smaller circulation group, 
and 31 tabloids. Only newspapers 
bearing a publication date of March 


9 were eligible and it was this day’s 
issue which was judged. The entry 
total in this year’s competition rep- 
resented 76.9 per cent of all the 
daily English language newspapers 
in the United States which were 
invited to enter. 

Editorial content of the newspa- 
pers was not considered in making 
the awards. These, as in the past, 
were based solely on typography, 
presswork and make-up. 

Judges of the exhibition were 
Gen. Hugh S. Johnson, newspaper 
columnist; Quentin Reynolds, asso- 
ciate editor of Collier’s, and Walter 
Dorwin Teague, industrial designer 
and authority on typography. 

The Ayer cup, certificates of hon- 
orable mentions and the prize win- 
ning newspapers will be placed on 
exhibition at the Ayer Galleries 
here April 17. Publishers of the 
winning newspapers will receive 
the awards at a luncheon in May. 


Rhodes New Head of 
Production Group 


An Association of Publication 
Production Managers has been or- 
ganized in New York, with Kent 
Rhodes, Fortune, as president. 

Other officers include B. A. Fitz- 
patrick, Crewell Publishing Com- 
pany, treasurer, and James Burnes, 
McGraw-Hill Publishing Company, 
secretary. 


Brown Adds Macon 


A. Edwin Macon, formerly as- 
sociated with Stanley A. Brown, 
president of Brown & Thomas Ad- 
vertising Corporation, New York, 
has been named art director of the 
new agency. 


Howell to KOMA 


Jack Howell, formerly with the 
Texas State Network, has joined 
Station KOMA, Oklahoma City, as 
‘commercial manager. 


ee 2 BARS eerte guy 


—BUT 1S HE 7 


Sure, if he’s a worthwhile prospect he has plenty to do. 
But often he will work himself into a dither of frenzied 
activity the minute your salesman walks in. Mighty ef. 
fective salesman-proof mask, too. 


But every now and then this prospect of yours hangs ut 
his mask of sales resistance and relaxes while he concen- 
trates—concentrates on the news of his field and the pro- 
gressive ideas advanced by business paper editors who 
know his business inside and out. That is where you get 
a chance to command his undivided attention — with ad- 
vertisements that will help your salesman get a bit of that 
prospect’s time when next he calls. 


In most fields you will find that your prospects’ favorites 
are A.B.P. publications. Their editorial vigor lifts them 


Highest editorial standards 
and publishing integrity 


369 Lexington Avenue, New York 
4 Look for the twin hall-marks of known value > 


head and shoulders above the 


reason that A.B.P. publication readers . 


ir weaker sisters. That’s one 
- . your busy 


prospects ... pay willingly for their subscriptions. They 
pay twice in fact, once in cash and again in the time they 


spend in reading. 


Put your advertising in the A. 


B.P. publications that reach 


your busy prospects, while they are in a receptive mood. 
It will work for your salesmen between their calls. It will 
help them penetrate those masks of sales resistance. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


Proved reader interest in 
terms of paid circulation 
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Millions 


sland next month 


of visitors are going to start coming to Long 
coming to spend money. Add 


these to the millions already here who constitute 
‘A’ Market, U.S.A., and you'll see reason for ‘‘Con- 


tinued Fair Weather’ 


Standard Rate and Data Listing: Hempstead 
Executive Offices: Rockville Centre, N. Y. 


Freeport. 


when you 


advertise in 


Lynbrook 


AS ONE 
COPYWRITER 
TO ANOTHER 


At whatever desk you sit, chasing 
ideas—your purpose and mine are pretty 
much the same. Since it is our particular 
mission to fill little squares of precious 
white space with words that sell . . . 
doesn’t it stand to reason that we write 
more cogently when we see those words in 
the nearest form to print? 


Sure, I'm talking about typewriters. 
What's more, I'm talking about Royal 
Portable Typewriters . . . 


But I'm still telling it straight, from one 
copywriter to another. Take that last 
rush job you had, for instance—with the 
typographer’s boy waiting. You wrote 
it—you thought it fitted . . . and the proofs 
came in next morning with an ugly widow. 


That need never happen, if you use a 
Royal Portable. You can type your copy 
line for line—square it up—know that it 
fits. This elite type of my Royal runs !2 
characters to an inch—I'm practically 
setting an ad in |2-point type when | 
write. The production men like to see me 
come around... 


And the Copy Chief likes to get first- 
draft copy that's legible—copy that is 
hot off the griddle but clear as print. 


It even helps the fellow who is doing the 
writing. I think it was the old Count de 
las Rochefoucauld who said: “That which 
cannot be said clearly, is not worth say- 
ing.” By the same token, the thought 
that comes out badly garbled on my type- 
writer, just wasn’t straight in my own 
mind when I started. We do a lot of copy- 
testing these days . . . but for me the first 
test of copy is my Royal Portable. 


Now I suppose I ought to get to the bus- 
iness of “why a Royal Portable?” Well, 
listen, I've been practically married to 
this one here for some ten years—and it's 
still pounding them out. But | can't 
make a sales talk to brother ad-men. If 
you've been around at all you know the 
Royal Portable--know how this machine 
can take it—through the nights of work 
at home, in Pullman cars, in hotel rooms 
where last minute campaigns are done. 


Why, I've seen an ad-man, at confer- 
ences where new copy slants were sug- 
gested, unlimber his trusty Royal and 
forthwith turn out a new piece—before 
the amazed eyes of the client. Did the 
said copy-man no end of good in a busi- 
ness way, too. | know men who can prac- 
tically make a layout on a Royal Portable 
—caption, display lines, copy blocks, 
special boxes and all. I can tell you a 
story—But here, despite my Royal, I've 
run out of space. Clip the coupon and 
I'll tell you the rest—plus some very 
handy, practical tricks in ad-writing with 
a Royal Portable. And as one copy- 
writer to another, you have my solemn 
pledge that you will not be hunted, 
harassed or high-pressured if you send 
tin... 


1 Royal Typewriter Co., Inc. 
| Dept. AA-417 
2 Park Avenue, New York 


Please tell me tersely and discreetly about the 
! Royal Portable the easy-pay plan. the free home 
{ trial, the instant typing chart 
Please check —-I would like to know about 
I those ad-writing tricks you speak of 


Name.. 

Street 
| City... 
1 County 


|] State 


_ Getting Personal _ 


G. G. Simmons, president, G. D. Wrightson, v. p., and John W. 
Hubbell, a. m., Simmons Company, have just returned from a cross- 
country tour. A fourth member of the party was Frank Fagan, Sim- 
mons account man at Young & Rubicam. . 

Andrew J. Haire, the business paper publisher, has been re- 
elected president of Rotary Club of N. Y. Percy D. Helser, executive 
v. p., General Ceramics Company, was named second v. p. Andy 
Haire Jr., who is associated with 
his pa, used to swing an oar in 
the Cornell crew and is still a 
sailor of sorts with dinghy racing 
activities on Long Island... . 

Winthrop C. Hoyt, president 
of Charles W. Hoyt Company, 
probed his files to find names of 
advertising big-wigs who have 
worked for the agency. Among 
the names he encountered was 
Stephen Vincent Benet, the 
writer, who did his stuff soon 
after leaving college. Other ex- 
Hoytmen, all of them invited to 
last week’s 30th anniversary din- 
ner, include William G. Palmer, 
v. p., J. Walter Thompson Com- 
pany; Mortimer Lowell, execu- 
tive v. p., White-Lowell Com- 
pany; M. S. Gould, N. Y. mgr., 
Maxon; and Jack Lucas, of Lord 
& Thomas... 

Henry Gorski, a. m., P. Bal- 
lantine & Sons, just missed 
being an April Fool father. His 
new son, tagged Richard Henry, 
was an April 2nd arrival. Doubt- 
less Gorski will teach his infant 
son the Ballantine “handy way” 


FRUITFUL JUNKET 


A. E. Joscelyn, New York manager of 

Radio Sales, CBS division, with Mrs. 

Joscelyn. They landed the sailfish on a 
recent expedition to Palm Beach. 


sign long before he can talk. . . 

It was several days ago that Charles L. Eshleman, president of 
Griswold-Eshleman Company, Cleveland, got tired of hearing a rattle 
in his car, apparently coming from the empty trunk compartment. 
Investigation on the way to the agency one morning revealed a rattle- 
snake, which Mr. Eshleman promptly disposed of by grabbing a handy 
umbrella and whacking the snake until it was no more... 

Harry C. Marschalk, pres., Marschalk & Pratt, was sojourning in 
Nassau when last reported. David E. Robinson, g. m., Federal 
agency, had an article on consumer research in The Wharton Review, 
published by business students at U. of Penn... 

Ask Joe Creamer, s. p. m., WOR, to tell you about the pros- 
pective client who insisted upon an audition before buying a 40-word 
announcement for a weather report. The sponsor insisted upon an 
audition of the 15-minute program following which the announcement 
was to be heard, but he ended up by signing the contract... . 

B. B. Geyer, pres., Geyer, Cornell & Newell, has been elected a 
director of the Fairway Yacht Club, recently organized to provide 
marine service between Manhattan and Flushing during the Fair. . . 

Edgar J. Buttenheim, publisher, American City, reduced his fam- 
ily by one last week when a daughter was married. Son Don, a 
salesman for his father, was an usher at the affair. .. Harry Singer, 
prom. mgr., Simplicity Prevue, spoke before Dale Houghton’s adver- 
tising class at NYU... 


THE WHISKERS MAKE IT OFFICIAL 
to 


Harold Deal, advertising manager, Tide Water Associated Oil Company and presi- 
dent of the Pacific Advertising Clubs Association, is named Keeper of the Goat 
in the mysterious order of D. B. B. at a recent meeting of Seattle's Advertising 


and Sales Club. Franklin McCrilles, Seattle Times, presents the goat; Harry 
Strang, printer, affixes mustache and goatee, and Dudley Brown, Seattle Times, 
club president, tweaks the ear. 


John A. Crone, of Young & Rubicam, is secretary of the N. Y. 
chapter of Sigma Delta Chi, national journalism fraternity. He is 
busy arranging a Founders’ Day dinner at the Midston House 
ADT At + 2 

Eric Scudder, former president of McJunkin Advertising Company, 
has bought a seat on the Chicago Board of Trade. .. S. T. Orton, 
sales promotion manager for Linton Brothers Company, Fitchburg, 
Mass., is on the road with an exhibit of prize winners in the com- 
pany’s annual contest for most effective use of bristol board. . . 

Carlton Weaver, who has spent 37 years in Indian territory and 
Oklahoma as a publisher, bade farewell to the newspaper business 
last week when he sold the Latimer County News Democrat, Wilbur- 
ton, Okla. . 

A. A. Summers, Jr., Chicago Elevated Advertising Company, will 
be catching a lot of health, sunshine and golf at French Lick Springs, 
Ind., for the next four weeks. . . 

A two-year telephone romance bore fruit April 8 in the shape of 
a diamond for Wilhelmina Marek, until recently receptionist at Hayes- 
Lochner, Chicago typographer. The lucky man is Edward J. Edwards, 
production dept., Henri, Hurst & McDonald. . . 


ee 


Women Prefer 
Advertised Goods; 
Criticise Copy 


Philadelphia, April 13. — Though 
only 51 per cent of those queried 
believe that advertising, on the 
whole, is truthful, no less than 89 
per cent prefer advertised products, 
price and quality being equal, ac- 
cording to a survey published by 
the Ladies’ Home Journal in its 
current issue. The situation is sti)] 
further complicated by the report 
of 82 per cent that they have not in 
the past year bought a widely ad- 
vertised product which did not turn 
out as advertised. 

The survey, however, confirms 
the oft-repeated assertion that wo- 
men enjoy reading advertising, only 
2 per cent of those contributing to 
the Journal study indicating that 
they would be willing to pay more 
for magazines or newspapers if ad- 
vertising were omitted. Much the 
same consensus was found on radio 
advertising, only 15 per cent re- 
porting that they would be willing 
to pay a fee to support radio sta- 
tions which would operate without 
advertising. 


Divided on Cost 


In spite of the favorable attitude 
found toward advertised products, 
the survey developed the fact that 
52 per cent of those interviewed 
believe that widely advertised 
products cost more than _ those 
which are not advertised. City wo- 
men apparently have ae clearer 
understanding of how advertising 
works than their country cousins, 
52 per cent of the urban dwellers 
voting against the proposition that 
advertising raises the cost of the 
advertised product. 

When it came to the question, 
“Should advertising matter be left 
out of newspapers and magazines, 
out of radio programs?” an over- 
whelming majority voted in the 
negative. The figure was 96 per 
cent for newspapers, 95 per cent for 
magazines and 80 per cent for radio, 
the magazine reports. 


Eastern Expands Drive 

Bidding for its share of a travel 
increase expected to result from the 
New York World’s Fair, Eastern 
Steamship Lines, Boston, has 
planned an expanded drive which 
will continue through August. Na- 
tional and travel magazines and 
newspapers will be used through 
N. W. Ayer & Son. 


Fruehauf Advances Allman 


Leslie C. Allman has been ap- 
pointed vice-president and director 
of public relations of Fruehauf 
Trailer Company, Detroit. He has 
been with Fruehauf for the past 
ten years as advertising and sales 
promotion manager. 


Clark Leaves Glidden 


Edgar W. Clark has resigned as 
advertising manager of The Glid- 
den Company, Cleveland, manu- 
facturer of paint. 
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Roy §. Durstine 
Resignsfrom Agency; 
Barton President 


(Continued from Page 1) 


into the agency field in the imme- 
diate future. 


Young Man Went East 


Born in North Dakota in 1886, 
when the state was still a part of 
the Dakota Territory, Mr. Durstine 
came east for his education at Law- 
renceville and Princeton. While at 
college he wrote and acted in the 
annual shows of the Triangle Club 
and edited the Princeton Tiger. He 
joined the staff of the New York 
Sun in 1908, remaining with the 
paper until 1912, when he joined the 
Bull Moose forces seeking election 
of Theodore Roosevelt. Mr. Dur- 
stine handled Roosevelt publicity 
and it was this experience that led 
him into advertising at the close of 
the campaign. 

Following a brief period as copy- 
writer with Calkins & Holden, he 
formed his own agency in partner- 
ship with the late James G. Berrien, 
under the name Berrien & Durstine. 
The agency continued in operation 
until 1919 when Mr. Durstine threw 
in his lot with two other rising 
young figures, Bruce Barton and 
Alex F. Osborn, to launch Barton, 
Durstine & Osborn. The agency 
was merged with the George Bat- 
ten Company in 1928. 

In 1925-26 Mr. Durstine served as 
president of the American Associa- 
tion of Advertising Agencies with 
the distinction of being the youngest 
man ever to head the Four A’s. He 
was 39 at the time. 


Active in Radio Development 


The possibilities of commercial 
radio drew Mr. Durstine’s attention 
in the early days of broadcasting 
and he is credited with having 
played an important role in its de- 
velopment as an advertising me- 
dium. He was closely identified 
with the creation of the “March of 
Time” technique of news drama- 
tizations. 

A keen student of human be- 
havior, Mr. Durstine has been called 
on frequently in recent years to 
analyze the role of advertising in 
the contemporary scene. Generally 
he has spoken out frankly and with 
sufficient objectivity to spot the 
flaws in modern advertising and 
mete out criticism wherever he be- 
lieved it desirable. Last year, for 
example, in contributing to a sym- 
posium entitled, “America Now,” 
he minced no words in attacking 
testimonial copy. This type of ad- 


vertising should be banned, he as- 
serted. 


An American Institution 


Nevertheless, he made out an ex- 
cellent case for advertising as a vital 
Dusiness force. “Advertising is as 
American as apple pie,” he observed 
In passing. “It reflects most of our 
national virtues and most of our na- 

| faults. Like our country, it 

‘al, seething, full of inconsisten- 

“les and contrasts, often vulgar if 
vill, intrusive as an insurance 
‘alesman, common as a song hit, 
as a redheaded debutante. It 
lor power—usually the power 
treamlined locomotive, some- 

€s the power of a rogue ele- 


‘nother occasion, addressing 
; wspaper Advertising Execu- 
ve ociation in 1934, Mr. Durs- 
‘ibed efforts to regulate ad- 
& through federal legislation 
“cvertising’s own faults. He 
‘area ~that one extreme had 
‘uced the other extreme of 
ed severe regulation. Only 


‘neerity on the part of advertisers, 


Covering 1939's 
Golden Market 


BEVERAGE RETAILER WEEKLY 


P The Newspaper of the 


a er, Wine & Liquor Industry 
* Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 


backed up by stiff regulations by 
publishers, would remedy the situa- 
tion, he said. 

“In 1933,” he recalled, “advertis- 
ing was at its lowest ebb, not only 
in volume, but in tone. The appeals 
of fear, shame and snobbery were 
nailed to the mastheads of many ad- 
vertisers. The result was the effort 
at Washington to enact extreme 
regulation of advertising.” He went 
on to point out that well-meant sin- 
cerity, rather than merely staying 
within the letter of the law while 
violating its spirit, was advertising’s 
greatest need. The public resents 
being treated as morons by advertis- 
ers whose copy, in many cases, “is 
so ambiguous that if the same meth- 


IN BBDO SHIFT 


W. H. Johns Bruce Barton 


od were used in writing orders to 
suppliers they could not be under- 


stood,” he informed his audience. 
With his gifted tongue and pen as 
weapons, Mr. Durstine gave many 
indications of his willingness to 
stand up and battle advertising’s 
enemies when he felt the basic con- 
cept of his calling was being mis- 
understood. Perhaps the most vivid 
example of this occurred in Wash- 
ington in May, 1933. Appearing be- 
fore the United States Chamber of 
Commerce, he unleashed an impres- 
sive barrage against such profes- 
sional critics as Consumers Research. 
He also threw some verbal brickbats 
at Prof. Rexford Tugwell, at that 


-!time basking in the limelight with 


his famous food and drug bill. 
Calling his listeners’ attention to 


the fact that there are faults in all 
businesses and professions, he re- 
marked: “If a man writes an adver- 
tisement for a cancer cure and gets 
somebody to publish it, that doesn’t 
mean that advertising isn’t an eco- 
nomic tool. It simply means that 
the man who writes it and the man 
who publishes it ought to be tarred 
and feathered.” 

Mr. Durstine has appeared as 
speaker before many groups of ad- 
vertisers and publishers during the 
past few years. He is the author of 
two advertising texts: “Making Ad- 
vertisements” and “This Advertis- 
ing Business.” He also wrote “Red 
Thunder,” an account of a European 
trip he took during 1933. 


THERE ARE FIGURES .. AND FIGURES 


Some figures are not deceiving, but others are pretty well covered -- - up. The blithely spoken, 


"40 off” or "30 and 20 off” present some rather attractive curves and angles to that one 


of the buying eyes which is on the appropriation. But as Nat Goodwin (2) said, ‘Don't be 


fooled by pretty figures. Reputation lasts longer.’’ When the exacting mechanical require 


ments of paper and ink meet the etched surfaces of copper and zinc, the interesting curves 


too often disappear and the “angles” begin to show up. Some lovely circulation figures, 


too, take on the physique of an Ichabod Crane when forced into the light of the A.B.C. ... 


A “grade A” job requires a ‘grade A” investment whether it's coverage or the photo- 


engravings used to help make space pay dividends. You'll never hear the expression “off 


scale” from the Rogers Engraving Company, but a glance into almost every S.E.P., Esquire 


or other leading publication will catch the advertising of the country’s hardest headed 


buyers. And the engravings are by Rogers. 


, i 
’ : 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President * Master Craftsmen of Photo-Engraving 


2001 CALUMET AVENUE e 
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Phone: 


CALumet 4137 -« 


CHICAGO, ILLINOIS 
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Camera Makers 
Step Up Budgets, 
Await Biggest Year 


(Continued from Page 1) 


ADVERTISING AGE 


CAMERA MANUFACTURERS SWING INTO ACTION TO STIMULATE RECORD VOLUME 


this year, which will cause an in- 
crease in Eastman’s production. To 
provide for the boom, the Rochester 
concern is building a large plant 
addition. An illustration of the new 
factory, as it will look when com- 


Addition to world's largest camera 
works, now building, means a 

substantial saving on your new 
camera_tlatest models included 


you G&T WHAT YOU SIGHT 
REGARDLESS OF LIGHT 
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Eastman’s more expensive cam- idl cuter 0 Redechoons Pine. Kodsh Sealer Sie-30, K. A f43 lens . 2008 ne . TI 
eras, such as the Retina and Ban- FEL Now *2980 So oer Seta BA ad tn is om ol 
P : . mate shone: ae ell 
tam, will be given special cam- aoe rt eg te es am Be 
paigns in class and photographic Only EASTMAN Kodi tana, B.A. / lo ca SO ele -_ 
. . job Baccam, A S54 lems . ‘ 
publications. J. Walter Thompson ica hen tA treiisshes Bae Be BE 
Company is the agency. a ample RA makes the KODAK eu mbetrmemecinas cms om J P 
Although Kodak’s promotion oF 
program dominates the field, other ¢ 
camera manufacturers are greatly - 
exceeding previous budgets and i i ‘_ 
are, for the most part, concentrating | A preview of merchandising plans sketched by leading photographic equipment manship. Layouts shown here will be used by Universal Camera Corporation, Agfa _— 
on new models. advertisers discloses emphasis on new models, reduced prices and American crafts- | Ansco Corporation, Utility Mfg. Company and Eastman Kodak Company. 


Agfa Ansco Corporation has also Ee 
reduced prices on its cheaper The 


cameras including the Readyset, 
Clipper and Plenax. General and 
hobby magazines are on the list. 
The current issue of The Saturday 
Evening Post carries the opening 
insertion in the campaign. 

Agfa’s big gun this year will be 
a new Memo camera, a 35 mm. im- 
provement on its former miniature 
camera of the same name. The 
newcomer ranges in price from $25 
to $35 and has a number of distinc- 


tive features, including a sliding 


lever for quick film change. 
advertising schedule on this model 
has been delayed until scheduled 
production of the new model ma- 
terializes, but plans call for an 
extensive schedule. Young & Rubi- 
cam has the account. 

It is generally believed that 
manufacturers in the moderate 
price range are most likely to bene- 
fit from the increased duty on Ger- 
man instruments. Tying in closely 
with this situation Universal Cam- 


era Corporation is playing up its 
new Univex Mercury, a $25 minia- 
ture with a built-in photoflash syn- 
chronizer. 

Typical of copy to be used by 
Universal in national magazines is 
an advertisement headed, “Ameri- 
ca’s Challenge to the World’s Finest 
Cameras!” Copy states: “Here’s the 
camera that was only a vision a 
few years ago! The only completely 
all-American made camera _ that 
gives you the speed, the perform- 
ance and the prize winning results 
you expect only from the most 
expensive foreign makes. Think 
of halting a 200-mile-per-hour 
racing automobile! A shutter with 
1/1000th-of-a-second speed gets it 
—true, sharp, clear! Think of 
taking perfect nighttime shots— 
indoors or out! The built-in photo- 


| flash synchronizer makes it easy.” 


Universal has increased its ad- 
vertising budget by 75 per cent 
over last year to promote the Mer- 
cury and other models in national 
magazines. Austin & Spector is the 
agency. 

The built-in flash synchronizer 
will also be featured by Utility Mfg. 
Company in its Falcon Press-Flash, 
which sells for $5.95. Falcon offi- 
cials declared that the company’s 
advertising expenditure in news- 
papers and magazines will be 50 


per cent ahead of last year, with 
voluntary dealer advertising ex- 
pected to reach $200,000. An ex- 


pansion of retail distribution outlets 


will be a feature of the company’s | 
| program this year. Falcon promo- 


| tion is handled by Raymond Levy |Field & Stream, 


Organization. 


Pabst ‘Dessdies 
Beer As Drink 


of Sophisticates 


Chicago, April 13.— Striking a 
new note in beer advertising, Pre- 
mier-Pabst Sales Company will pre- 
sent Pabst Blue Ribbon as the drink 
of sophisticates in its 1939 cam- 
paign, details of which were an- 
nounced today. Color as well as 
black and white magazine pages 
will be used to invest Pabst with 
glamor and high romance. Copy 
will depict Blue Ribbon as _ the 
favorite beverage of celebrities in 
Hollywood’s Cocoanut Grove, New 
York’s Stork Club, the French Line’s 
Normandie and Miami’s Roney 
Plaza. A heavy newspaper and out- 
door schedule will also be used. 


Trade Gets Portfolio 


An attractive 14-page spiral- 
bound portfolio, reproducing § in 
miniature many of the colorful 
scenes to appear in the magazine 
copy, is apprising the trade of the 
striking basis for the new campaign. 
|\Space is also devoted to a brief his- 
tory of the company, facts about do- 
mestic consumption of Blue Ribbon, 
and Pabst’s place in the world mar- 
ket, as well as production methods 
which helped to attain its high rank. 

Magazines on the schedule include 
|American, American Legion, Army 
land Navy Journal, Atlantic Monthly, 
Business Week, Collier’s, Country 
‘Life, Cosmopolitan, Eagle, Elks’, 
Fortune, Golfing, 
Hunting & Fishing, Lib- 


|Harper’s, 


—> 


CUTLER 


MEN’ SHOES 


COURT OF CUTLER SHOES roe 
COMPLETE SATIBTACTIOR - BOL 1D 
COMP OR) TUE APTEABARCE Lows 
MULEAGE- 08 TOUS MOET BacE 

D convenient cuties sTomes 
CO0F SPORE ne 8 FUETE OF PRUmER Howee 


Make Your 
Advertising 
Command .. 


today, advertising must stand out— MUST DOMINATE. 
This advertise- 
ment for Cutler 
Shoe Company 
was produced 
by Faithorn. 


attention 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


PRINTING 


FAITHORN CORPORATION . phone Wabash 7820 


504 SOUTH SHERMAN STREET - CHICAGO 


erty, Life, Moose, Nation’s Business, 
Newsweek, The New Yorker, Out- 
door Life, Redbook, Scribner’s, Spur, 
Time, Town & Country, and United 
States News. Club and hotel maga- 
zines and railroad menus will also 
play an important role. 

Robert H. Flaherty is advertising 
manager. The account is handled 
by Lord & Thomas. 


Retailers Welcome 
Newspapers Back 
in Paid Space 


Wilkes-Barre, Pa., April 12.—Re- 
tailers of this city gave local news- 
papers cogent evidence that they 
are glad to have them running again 
after the long shutdown due to labor 
troubles. Twenty-eight banded to- 
gether following resumption of pub- 
lication last week to express their 
sentiments in paid space and to 
announce abandonment of | theif 
shopping paper. 

“Return to publication of Wilkes- 
Barre’s three daily papers,” said 
the advertisement, “is an _ event 
of such fundamental importance t 
this community that the under- 
signed group of merchants take this 
means of extending their congratu- 
lations to the publishers, their em- 


| ployes, and the entire community. 


“For a number of weeks duriné 
the newspaper shutdown we wer 
associated in the publication of @ 
tabloid circular, Buyer’s Guide, 
which the necessity of some form 
of advertising appeal urged us ™ 
resort until we could have ou 
newspapers back. 

“Now, as quickly as possible after 
resumption of publication of 
newspapers we announce abandon- 
ment of our private advertising 
enterprise. We are keenly alive “ 
the fact that no private organ ° 
publicity has any right to exist 


where it conflicts with the welfare 


of the community newspapers. 
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The rates for this department are as follows: 


“Help Wanted,” 


“Positions Wanted,” 


“Representatives Wanted.” and 


“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


[_—— 


POSITIONS WANTED 


HELP WANTED 


ART DIRECTOR 
For small progressive agency 
n N. ¥. C. Salary $60 per wk. 
[am now employed. 
Box 1715, ADVERTISING AGE, N. Y. 


Young man wants to learn ady. busi- 
Christian. Beginner. No genius 
but intelligent and willing. 

Box 1716. ADVERTISING AGE, N. Y. 
ADVERTISING EMBRYO — Personal- 
ity, background, college; equipped for 
any type agency work. Write 
Box 1718. ADVERTISING AGE, N. Y. 


ness 


Copywriter for Agency, $30. Copy, lay- 
jut, and production experience with 
id syndicate, chain, and mail order 
house. Age 26. College. B.A.. M.A. 

Box 1719, ADVERTISING AGE, N. Y. 


REALLY ABLE EDITOR AND FEA- 
> TURE WRITER wishes employment 
with pub, of agency. Educated, trav- 
elled, wide exp., finished style. 
Box 1720, ADVERTISING AGE, 


Chgeo. 


PRINTING 
EXCELLENT PRINTING — LOWEST 
PRICES. Envelopes, Letterheads, 
) Labels, Circulars, Statements, etc. Free 
: k Cut Service. OKAY PRINTING 
COMPANY, Dept. A, Martins Ferry, 
Ohio. Write for Samples. 


Stor 


& 


MISCELLANEOUS 
; YOU CAN USE THEM 
your business needs these 
business builders. Let us show you 
how other firms are using PHOTO 
AD-CARDS to their advantage. 
GRAPHIC ARTS PHOTO SERVICE 


TOO! 
wonderful 


, 


: Third & Market, Hamilton, Ohio 
3 STOCK PHOTOS 
SSTOCK PHOTOS — Several thousand 
ubjects including Cotton Fields, 
Bales, Blossoms, Bolls, Picking, Gins 
ete., Cabins, General Farm Scenes, 
Birds, Flowers, Live Stock, Rivers, 
Lakes, Boats, Trees, Pictorials and 


General Subjects—suitable for Adver- 
tising, Editorial and House Magazine 
ise. No miniature negative stuff. 8x10 
Glossy Prints $3 each. Selections on 
approval. DOWN SOUTH PHOTOS, 
Germantown, Tenn, (Suburb of Mem- 


P&G to Launch 
Fourteenth Program 
in Behalf of Teel 


New York, April 13.—Procter and 
Gamble Company will inaugurate its 
)i4th program over the National 
Broadcasting Company May 1 
when “Midstream,” a dramatic se- 
rial, will be heard on a Red network 
of 40 stations from 5 to 5:15 p. m. 
The program will promote Teel, the 
new P&G liquid dentifrice. ““House- 
hold Hannah,” also sponsored by the 
company, will be shifted to the fol- 
Owing quarter hour. H. W. Kastor 
& Sons Advertising Company is the 
agency 


aK 


Hit Parade Renewed 
American Tobacco Company has 
= renewed its contract with CBS, 
elective May 6, for the Lucky 
Strike Hit Parade, heard from 10 
» 10:45 p. m. on Saturday. Lord & 
‘Aomas is the agency. 


Derby Gets Sponsor 


Despite the fact that Twentieth 
“Mtury-Fox Film Corporation was 


AN ASSISTANT EDITOR—who knows 
the technique of putting a magazine 
to bed on time, who has critical judg- 
ment of style and subject matter in 
relation to his particular readership, 
who has ideas that will contribute to 
a home building, furnishing and gar- 
dening magazine in an interesting and 
practical way. Write to 
Rox 1717. ADVERTISING AGE, N. Y. 
WE HAVE A SPOT in a small aggres- 
sive agency for an alert experienced 
young man or woman who kows pro- 
duction and can service accounts. 
This is an opportunity to earn a par- 
ticipating interest in an up-and-com- 
ing established Chicago agency with- 
out investment but the person we 
want must be partnership caliber and 
must wear well with our accounts, 
who are intensely loyal because they 
are used to plenty of personal service. 
Rox 1722. ADVERTISING AGE, Chgo. 


REPRESENTATIVE AVAILABLE 


Top-flight N. Y¥. Adv. 
Thoroughly experienced agency and 
publication sales. Important contacts 
and a record that bears investigation. 
Box 1721, ADVERTISING AGE, N. Y. 


Salesman 


SPECIAL SERVICES 


ECONOMY INSURANCE!! 
Insure yourself against excess costs 
on your next illustrated advertising 
or direct-mail piece, by employing 
newest photo-offset process — elimi- 
nates expensive engravings and type- 
setting! 

Saves you money without sacrificing 
effectiveness. 

Use it for every type of pictorial ad- 
vertising literature, sales letters, 
price lists, catalogs booklets, bulle- 
tins, broadsides, etc., etc. 

Small runs without penalty! 


500 COPIES (8%x11") $2.63 
Additional hundred copies only 22c¢ 
Quantity purchasers receive even 

lower prices. 

All sizes available. Send for instruc- 
tive Manual without charge. 
Laurel Process, 480 Canal St., N. Y. C. 
Just phone WAlker 5-0526 if you are 
in New York City and the Metropoli- 
tan Area. A trained salesman will 

give you money-saving details. 


the first to remove its stars from the 
air, it will sponsor the broadcast of 
the Kentucky Derby May 6 over 90 
stations of the Columbia Broadcast- 
ing System. Kayton-Spiero handles 
the account. 


New General Mills Show 


General Mills, Inc., has under- 
taken sponsorship of its eighth NBC 
program. An audience participation 
show, “Grouch Club,” is heard Sun- 
day from 6:30 to 7 p. m. over 36 
stations of the Red network. Corn 
Kix is the product promoted. Black- 
ett-Sample-Hummert is in charge. 


Sealtest Switches 


Sealtest, Inc., will transfer “Your 
Family and Mine” from NBC to CBS 
May 1. The program will be broad- 
cast on 35 stations from 2:30 to 2:45 
p. m. on Monday through Friday. 
McKee & Albright placed the con- 
tract. 


Commentator Starts May 1 


Edwin C. Hill, news commentator, 
will be featured by American Oil 
Company in a new program on CBS 
beginning May 1. The program, 
through Joseph Katz Company, will 
be heard Monday through Friday 
from 6:05 to 6:15 p. m. on 58 sta- 


tions. 


a 


“it you are looking for new slants to put more pep into sales—if you want 
© know how others are keeping salesmen on their toes—how they are 
sales letters puli—how they are cutting down selling costs 


DARTNELL CAN HELP YOU—SEND TODAY 


©4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
ll sales aids. Twenty years serving sales managers all over the world 


March Sales Total 
for 23 Chains 
Shows 9.4% Gain 


New York, April 12.—March 
sales for 23 major chain stores to- 
taled $234,141,253, a gain of 9.4 per 
cent over the $214,033,255 total for 
March, 1938, according to reports 
to ADVERTISING AGE today. This is 
the third successive gain for the 
year and compares with increases 
of 6.6 per cent and 4.1 per cent in 
February and January, respectively, 
for the same stores. 

The three-month total for the 
group was $587,540,299, an increase 
of 6.7 per cent over the $550,435,- 
205 shown at this time last year. 

Among those whose March sales 
established new records for that 
month were Sears, with an increase 
of 15.6 per cent over 1938; Ward, 
reporting a gain of 16 per cent, and 
Walgreen, with an increase of 7.8 
per cent. 

Of the 23 reporting, all but two 
showed increases for the month. 
Included in these plus percentages 
were H. L. Green, 13.3; Kroger, 1.3; 
Woolworth, 4.7, and Western Auto, 
29 per cent. 

Figures for the individual chains 
are shown in the accompanying 
table. 


fe Cis? Yu 


DON'T FLATTER YOURSELF...!I'M THE GUY WHO 
WRITES COUPONS FOR OTHER FOLKS TO CLIP!” 


MARCH SALES OF CHAIN STORES 


March, March, 
1939 1938 
Edison Stores...$ 2,340,468 $ 2,119,641 
Grant, W. Bees 7,163,902 6,530,307 
Green, H. L.. 2,442,437 2,156,335 
*Jewel ‘ 1,895,705 1,838,460 
Kresge, S. S.... 11,142,419 10,561,187 
reese, ©. Those. 5,968,735 6,053,588 


*Kroger Groc. & 
Baking Co.... 1 
Lerner Stores... 
McCrory Stores. 
McLellan Stores 
Murphy, G. C.... 
*Nat’l Tea Co... 
Neisner Bros.... 
Newberry, J. J. 
Penney, J. CC... 
Peoples Drug 


8,406,477 
3,145,336 
3,196,141 
1,497,463 
3,204,625 
4,191,207 
1,608,174 
3,433,203 
18,735,749 


18,161,669 


3,005,327 
1,394,046 
2,781,638 
4,344,160 
1,354,525 
3,172,792 


17,043,600 


eee 1,859,621 1,770,184 
tSafeway Stores 28,661,363 27,678,052 
Spiegel, Inc.... 5,387,129 4,126,489 
tSears, Roebuck 

OM Giitéticarscsase GE5GR00O 36,473,390 
Walgreen Co... 6,000,527 5,564,995 
Ward, Mont- 


gomery & Co.. 
Western Auto 

Supply Co...... 
Woolworth, F. W. 


35,729,869 30,796,876 
2,865,000 2,220,000 
23,104,098 22,054,714 


severecs $234,141,253 $214,033,255 


Total 


*Four 
*+Four 
tFour 


and eight-week, periods ended 


2,831,280 4 


and 12-week periods ended March 


% Gain 3 Months 
or Loss 1939 
4+10.4 $ 5,101,581 $ 


18,443,090 
6,400,238 


3 Months % Gain 


1938 or Loss 
4,687,692 
17,380,733 
5,726,410 


+3 5,637,519 5,495,147 
+5.5 29,952,518 28,979,030 
—1.4 16,186,733 16,569,976 — 
+1.3 53,603,217 53,883,744 —0.5 
+11.1 7,310,322 6,960,42 +5.0 
+ 6.4 8,469,211 8,121,797 +4.3 
+ 7.4 4,042,887 3,786,529 +6.8 
+15.2 8,642,310 7,760,669 +11.3 
—3.5 12,575,876 13,394,175 —6.1 
+-18.7 4,132,296 3,608,145 +14.5 
+ 8.2 9,230,830 8,603,947 +7.2 
+ 9.9 49,873,993 45,744,533 +9.0 
+5.0 5,369,949 5,169,489 +3.8 
+-3.6 82,176,458 81,665,557 +0.6 
+ 30.6 10,477,290 8,366,187 +25.2 
+15.6 76,268,548 66,622,000 +14.5 
+7.8 17,294,309 16,369,310 -+5.7 
+ 16.0 85,462,521 74,401,624 +14.9 
+ 29.0 7,446,000 5,872,000 + 26.8 
+ 4.7 63,442,603 61,266,084 +3.5 
+%.4 $587,540,299 $550,435,305 +6.7 


25. 


March 


26. 


and 12-week periods ended March 18, 


Moves Boston Office 


Leonard M. Thomson, New Eng- 
land manager of Underwood & Un- 
derwood Illustration Studios, has 
moved his office to the Park Square 
bldg., 31 St. James avenue, Boston. 


Albert 


Lombardy Names Agency 
Frank-Guenther 


Law, 


New York, has been appointed to 


handle advertising 


bardy, New York hotel. 


for The Lom- 
Magazines 


and newspapers will be used. 


COUPON: Okay, mister, but this is up your alley. You 
know those direct mail pieces you wrote last week? 


AD MAN: Sure. Swell campaign, but the client killed 
it. Said he couldn’t afford two-color work. 


COUPON: Quite so, but what would he say if you told 
him he could get the extra color at no extra cost? 


AD MAN: He'd say I was crazy. How can you get a 
two-color job for the price of a black-and-white one? 


COUPON: That’s not hard—these days... 


COUPON: ... print it on Hammermill Opaque. It’s 
the new paper for to-be-mailed jobs. Opaque? Sure, 
but it’s also light in weight. So paper and mailing 
costs are cut to the bone. That saving buys an extra 
color, more artwork, better printing—at no extra cost. 


AD MAN: I think you've got something there. 


COUPON: Right! And to prove it, just drop 
me in the mail. I’m good for an Opacity Test 
Card, 50 sheets of Hammermill Opaque, 8 x 
11, and a handy sample book for reference. 


AD MAN: All right ... you asked for it. Now 
you’re going to get clipped! 


AA-417 


Hammermill Paper Company, Erie, Pa. 
Please send me, free, Opacity Test 


4h » eis Card, 50-sheet test packet and Sample 
al Book of Hammermill Opaque. 
; Name 
Position 
eS = (Please attach to your business letterhead.) 
BOND 
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Advertising Men 
Land High in 
Salary Rankings 


(Continued from Page 4) 


ident, $50,000. National Broadcasting 
Company: Lennox R. Lohr, president, 
$50,239. National Outdoor Advertising 
Bureau: F. T. Hopkins, president and 
general manager, $55,200. New York 
Evening Journal; W. A. Curley, editor, 
$84,689. 


New York Herald Tribune: Howard 
Davis, business manager, $56,160; Wal- 
ter Lippmann, $62,476; Harold T. 
Webster, artist, $59,159. Outdoor Adver- 
tising, Inc.: Kerwin H. Fulton, presi- 
dent, $92,354. Edward Petry & Co.: Ed- 
ward Petry, president, $61,812; Henry L 
Christal, secretary-treasurer, $57,500; 
Edward E. Voynow, vice-president, 
$57,500. 

Quigley Publishing Company: Martin 
J. Quigkey, president, $69,307. Bam- 
berger Broadcasting Service: A. J, Mc- 
Cosker, president, $88,363. Elizabeth 
Daily Journal, Elizabeth, N. J.: Fred L. 
Crane, publisher, $67,600. Evening News 


Publishing Company, Newark: Edward 
W. Scudder, publisher, $114,224. 
Curtis Publishing Company: W. D. 


Fuller, president, $60,376; P. S. Collins, 


vice-president, $60,750; F. A. Healy, 
vice-president and advertising director, 
$69,007. Aurora Beacon Publishing 
Company, Aurora, Ill.: A. M. Hirsh, 


president, $52,641. 
Chicago Newspaper Listings 


Chicago Daily News: Frank Knox, 
president, $75,000. General Outdoor Ad- 
vertising Company: B. W. Robbins, 
president, $88,266. Illinois Publishing & 
Printing Company (Chicago Herald and 
Examiner and Chicago American): 
Emanuel Levi, president, $52,000. News 
Syndicate Company: R. C. Hollis, sec- 
ond vice-president, $130,567; J. W. 
Barnhart, secretary, $130,567; Ray T. 
Wilken, advertising manager, $130,567; 
all of Bronxville, N. Y.; M. Annenberg, 
circulation director, $130,517; Harvey 
Duell, managing editor, $130,567. 

Popular Mechanics Company : 
Windsor, Jr., president, $55,000. 

Tribune Company: Chesser Campbell, 
advertising manager, $59,250; R. M. 
Lee, $50,000; W. E. MacFarlane, busi- 
ness manager, $90,000; R. R. MeCor- 
mick, editor, $50,000; D. F. McMahon, 
advertising manager, $50,000; L. H. 
Rose, $100,000, 


California Salaries 


Hearst Consolidated Publications, 
Inc.: William Randolph Hearst, presi- 
dent and director, $500,000; George 


x. & 


Frank F. Barham, executive vice-presi- 
dent, $54,722. 


James McClatchy Publishing Com- 
pany: G. C. Hamilton, vice-president, 
$60,000. 


Fatima’‘s “Experts” 
Top All Rivals 
in Good Looks 


New York, April 13.—Comeliness 
replaced knowledge of tobaccos in 
the cigarette “expert” derby this 
week when Liggett & Myers To- 
bacco Company began to feature 
testimonials from cigarette girls of 
leading night clubs, stressing the 
growing popularity of Fatimas. The 
campaign is scheduled for news- 
papers in New York, Boston and 
Philadelphia. 

According to Newell - Emmett 
Company, the agency in charge, the 
inspiration for the idea came from 
the lovely ladies themselves, who 
reported to the company that for 
some unaccountable reason Fatima 
sales continued steadily upward. 

Typical of the new theme is a 
layout featuring Harriett Karkruff, 
cigarette girl at the Rainbow Room, 
Rockefeller Center, who is shown 
beaming over a package of Fatimas. 
Copy observes that “more and more 
people from all over the country 
come here and ask for Fatimas.” 
The explanation given is that “one 
smoker tells another how good they 
are.” 

While no increase in appropria- 
tion to promote the theme is con- 
templated at the moment, the cam- 
paign will continue through the 
summer with cigarette girls from 
other popular night spots sharing 
the spotlight. 


To Gale & Pietsch 


Van Patten Pharmaceutical Com- 
pany, Chicago manufacturer of 
Allimin garlic and parsley tablets, 
has named Gale & Pietsch, Chicago, 
to direct its advertising. Newspapers 
and magazines will be used. 


Donnelly Switches 


Jack Donnelly, formerly in charge 
of travel advertising for Esquire, 
New York, has resigned to become 
business manager of the Connecti- 


Hearst, regional director, $53,194; 


———SS — 


BUSINESS swings higher and 
higher in the New Orleans market. 
Deposits are $25,000,000 ahead of 
last year, Retail Sales continue up- 
ward and there's new money pour- 
ing into the market daily. 
Louisiana's booming oil industry, 
already valued at $122,000,000 annu- 
ally, has new wells coming in at a 
rate as high as 15 and 20 a day. Here 
is new wealth and buying power to 
swing your sales to new highs. 


Give your business an upward push 
by placing your advertising in The 
Times-Picayune and New Orleans 
States. At the lowest milline rate 
you cover Both metropolitan New 
Orleans and the prosperous Trade 
Area. 


cut Nutmeg, New Canaan, Conn. 


The Cimes-Picayune 
NEW..ORLEANS STATES 


MORNING EVENING * ‘ 


a) 


epresentonies | *>. 
New York, Chicage, Detroit, Atlentas, 


Sen Francisco 


‘'nDayY 


Markets 


(Copyright, 1939, by Advertising Publications, Inc.) 


Based on total retail advertising volume in all newspapers in each city. 
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RETAIL ACTIVITY /n 
MAJOR PARKETS 
+15 | compered with year 
+10 if Total variation. 
| year to date 
+5 1} 
LAST | / 
a Wa 
= 5 
4 
-190 
—1§ A 
F 
7 1 8 15 22 29 6 13 20 27 3 10 17 24 7 v 
so w ad —~ ~ wv al _—_ wf 
JAN. APRIL MAY JUNE JULY 
% Gain % Gain y 
14-Week 14-Week 14-Week or Loss. or Loss 
Period Period Pericd 1939 1939 Week Week % Gain F 
Ended Ended Ended over over Ended Ended or 
City Apr. 10, 1937 Apr. 9,1938 Apr. 8, 1939 1937 1938 Apr. 9,1938 Apr. 8, 1939 Loss N 
TANG: Es pccetaseuews 4,419,705 3,347,276 2,629,723 ——40.5 —=$1.4 268,688 198,678 —26j 
o's =. See 2,586,923 2,200,972 2,118,049 ——~18.1 —3.8 219,393 196,267 —10i 
Altoona, Pa. .......... 1,882,215 1,436,442 1,497,244 —20.5 + 4.2 121,107 120,764 —o;i 
Atlanta, Ga. .......... 4,064,690 3,982,412 4,452,084 +9.5 11.8 297,808 352,226 +183M fiy 
Baltimore, Md. ........ 6,061,926 5,857,378 5,601,740 —7.6 —4.4 538,515 485,103 = sti 
Birmingham, Ala. 3,326,120 3,303,818 3,392,382 + 2.0 + 2.7 261,380 281,694 +74 th 
Pe, BE, ccsednede 5,452,152 4,976,449 5,080,670 —6.8 + 2.1 468,286 459,056 —1,$ % 
Bridgeport, Conn. ..... 2,492,196 2,350,180 2,448,180 —1.8 + 4.2 199,080 222,068 -115 c 
SE, re 4,583,978 4,335,226 3,906,126 14,8 —9.9 392,140 366,968 ile be 
ee a a ee 1,059,120 987,858 979,988 —7.5 ==), 8 81,633 81,180 —f5 lat 
Cedar Rapids, Ia. ..... 1,316,980 1,205,400 1,231,004 —6.5 2.1 95,340 101,136 Lin | 
Charleston, W. Va. .... 2,867,088 2,866,961 2,696,260 —5.9 —5.9 247,093 240,569 —2 4 
Chattanooga, Tenn. .... 1,657,666 1,589,689 1,990,262 +20.1 +25.2 128,004 203,663 591/48 
Cee, EO Séuccevess 8,937,786 8,496,284 7,801,772 —12.7 —8s.2 737,392 720,447 —) jim Sel 
es ee oa 4,599,831 4,162,833 4,263,459 —7.3 + 2.4 406,215 390,507 —3 me 
hs eae 5,522,464 5,036,016 4,569,052 —17.3 —9.3 418,444 364,794 - Tie bre 
|” a: eee 3,759,733 3,398,562 3,533,631 —6.0 +3.9 284,508 295,747 +350 . 
Dallas, Tex. .......... 5,706,745 5,623,723 5,619,897 ey ee 434,368 475,008 +o Vo 
SPVGG, TMs cc cidces 2,543,764 2,554,492 2,317,160 —8.9 —9.3 218,190 202,510 i to 
a hs are eee 4,039,176 3,541,184 3,455,566 —14.5 —2.4 289,702 295,316 +] ( 
oS a res 2,651,225 2,396,198 2,356,839 —11.1 —1.7 204,965 189,695 ~ are 
Des Moines, Ia. ....... 1,735,254 1,758,217 1,711,661 —1.4 —2.7 136,404 151,848 +11 coy 
EPOGPOR, BEIOM. ccsrsccce 5,834,620 4,787,797 5,181,966 —11.2 + 8.2 388,135 464,697 +198 
Pe Ws ccaneéses 2,751,319 2,773,655 2,674,056 —2.8 —3.6 203,322 207,858 2 a | 
i i sibeacaene eae 2,244,416 2,284,894 2,490,320 +10.9 +9.0 187,810 219,548 +16 tov 
Fall River, Mass. ..... 921,919 837,692 878,994 —4.7 +4.9 74,741 76,154 +1) COr 
oe eee 2,202,662 1,961,764 2,166,338 —1.7 +10.4 137,214 172,536 + 251 cig 
Fort Wayne, Ind. ..... 3,130,071 2,771,944 2,736,496 —12.6 —1.3 249,172 235,522 ~5j th 
rt eh «abaeess¢e-ee 1,897,795 1,418,985 1,429,496 —24.7 +0.7 123,798 127,066 +24 , 
Grand Rapids, Mich. 2,825,228 2,295,286 2,289,330 —18.9 —0.3 192,524 186,368 —} 
erGemvise, Bs Ge saccss 1,767,991 1,624,759 1,679,939 —5.0 +3.4 128,394 185,212 +44) otk 
See SEN sacdsoes 4,163,502 4,174,190 4,214,986 +1.2 +0.9 372,754 396,578 +64 eas 
Indianapolis, Ind. 4,755,086 4,158,670 4,141,324 —12.9 —0.4 353,514 355,264 +( pai 
Jacksonville, Fla. ..... 2,386,118 2,277,095 2,373,868 —0.5 + 4.2 180,950 202,888 149 
gersey City, N. Jd. 220s. 610,918 540,052 543,793 ==] 1.0 +0.7 46,257 47,240 +9) ond 
Kansas City, Kans. 691,089 687,757 675,444 —F. —T 76,081 65,806 +iime 
Knoxville, Tenn. ...... 2,607,892 2,770,726 2,784,738 +6.8 +0.5 244,972 234,682 —4 sur 
Little Rock, Ark. ..... 2,459,100 2,355,768 2,338,910 —4.9 —0.7 171,922 194,894 +1 age 
Los Angeles, Cal. ..... 6,792,625 6,133,188 6,754,747 —0.6 +10.1 537,007 568,639 > 
Po yg <A 3,849,605 3,778,708 3,715,576 —3.5 —1.7 332,689 330,230 — 
Manchester, N. H. ..... 908,280 1,041,830 1,002,120 +10.3 —3.8 82,422 80,728 —? G- 
Memphis, Tenn. ....... 3,013,152 2,882,250 3,073,910 2.0 + 6.6 231,980 308,140 +32 T 
tiMilwaukee, Wis. 4,753,038 4,039,565 3,915,738 —17.6 —3.1 349,290 332,788 —sipe “© 
Minneapolis, Minn. 4,043,893 3,587,543 3,635,803 —10.1 +1.3 330,726 310,869 —t ( 
New Bedford, Mass. 895,874 830,760 792,162 31.6 all ,7 59,486 71,736 +2040 tho 
New Haven, Conn. 2,509,856 2,401,994 2,390,136 ——4.8 —0.5 213,150 198,688 —iRe ma 
New Orleans, La. ..... 5,338,173 4,927,118 5,124,092 —4.0 + 4.0 403,885 401,547 Em 
tNew York, N. Y. ..... 18,165,924 16,198,473 15,688,844 -13.6 —3.2 1,428,097 1,312,084 “i 
tBrooklyn, N. Y. ...... 1,915,094 1,397,260 1,102,841 —42.4 —21.1 131,990 "92,865 —2ME 
Norfolk, Va. ...... 2,399,460 2,412,942 2,483,068 + 3.5 + 2.9 211.344 198.562 +}. ie dis 
Oakland, Cal. ......... 7,000,250 1,964,334 2,057,475 $2.9 +47 200,143 is8,742—CO 
t+Oklahoma City, Okla. 3,073,602 3,110,646 2,568,090 —16.5 —17.5 229,950 173,068 —2'fe 'elk 
POORER, BE. cc caccccess 3,033,730 2,684,116 2,835,809 —6.5 + 5.7 223,674 220,346 -1 C 
Philadelphia, Pa. ..... 8,293,662 7,269,951 7,458,324 —10.1 +2.6 612,907 583.495 --4 1,4 
PmOOmIe, APIS, .c.28ces 1,971,522 2,122,638 1,985,662 +0.7 —6.5 194,502 149.394 -2).. dey 
Pittsburgh. Pa. ....... 6,991,936 5, 740,22 5,364,641 —23.3 oh 495,824 447,468 § cor 
Portland, Ore. 267,170 2,954,818 3,289,435 +0.7 +11.3 266,462 261,576 . 
Reading, Pa. .... 2,819,852 2,600,30 2,593,955 —=§,6 —0,1 219,282 216,906 —! 
Richmond, Va. 3,368,470 3,226,944 3,356,640 —0.4 + 4.0 285,922 264.012 -- 
§Rochester, N. Y. ..... 4,914,672 3,799,255 3,943,595 —19.8 13.8 317.964 315681 — 
: _— 
Rock Island-Moline 2,259,222 2,306,192 2,051,812 —9.2 —11.0 226,520 176,890 —2 
Sacramento, Cal. 2,239,748 1,994,994 2,170,056 =, +88 174,986 + 
San Antonio, Tex. 1,800,414 1,637,541 1,901,381 5.6 16.1 211.490 +64 
San Diego, Cal. .. 857,430 3,249,068 3,260,876 oni $5 0.4 179.790 = 
San Francisco, Cal 4,310,335 4,148,155 4,419,239 + 2.5 +6.5 342.093 - 
Seattle, Wash. ...... 2,800,426 2,429,026 2,827,590 + 0.9 +16.4 216.678 
**South Bend, Ind. 2,593,212 1,875,335 1,446,308 —44.2 22.9 115,023 
$§Spokane, Wash. 2,011,156 1,944,026 1.854.398 7.8 46 145.026 —l ie 
St. Louls, Mo. ........ 5,300,755 4,901,935 4,821,565 —9,1 «1.6 409.685 398.630 a 
St. Paul, Minn. 3,289,990 3,400,704 2,734,840 —16.9 -19.6 310,274 241,208 —? 
Syracuse, N. Y. 3,104,040 2,733,008 3,180,352 + 2.5 +16.4 273,836 253.463 - 
*Tacoma, Wash 1,758,364 1,541,960 1,605,240 2.7 +4.1 115,126 133,336 + 
Tampa, Fla. ....... 1,689,706 1,657,754 1,779,946 L5.8 7.4 125 202 IBS 844 + 
Toronto, Ont., Can. 5,710,349 4.712.066 4.477.628 —21.6 —_49 400.703 955489 — 
Troy, N. Y 1,120,168 997,248 1,050,646 —6.2 5.4 126.280 “94570 — 
wes SPE ccccsceone 2,544,618 2,401,316 © 380,938 amd, —0.9 RR 39 202 82 
Washington, D. C. 9.843.685 8.889.403 8,889,904 ‘a oe 164378 741913 
‘* Worcester, Mas 078,881 2,961,503 2,755,699 10.5 -6.9 272,839 264,804 
Youngstown, O 2,482,021 2,132,327 1,892,114 —23.8 11.3 161,836 168,93) 
Total 278,631,438 254,147,029 252,885,942 —9,2 —" 21,757,163 21,342,217 s 
"Akron Times-Press discontinued Aug. 28, 1938. B 7 
*New York American discontinued June 24, 1937. 
fBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937 
*Daily Ledger discontinued June 23, 1937. 
**News-Times discontinued Dec. 28, 1938. 
ttMilwaukee News discontinued Jan. 14, 1939. 
**OkKlahoma News discontinued Feb. 24, 1929 
“Worcester Post discontinued Oct. 1, 1938 
§§Spokane Press discontinued March 18, 1929 
Anderson Joins KOMA 
William Anderson has joined Sta- | J owterac 
tion KOMA, Oklahoma City, as di- | J¥'*"'''s | 
rector of sales promotion. * ecmtenmatnent 


i ; ee : 
= | : 
ee - 

} ; ee 

o ae a 

prs ee 

om | | 

wor 

tg ee 

* i 

a 

As to | 

4 

ak SS | a 

ed a a = 

. a i t ’ 

* ae Pm _ 1) 

= by Ig 

i a . 

ae m_ ° ee atc how R 

as ¥: 

ue x / bees 
4 ¥ ay . ji 
, * ta 
; ris . % 4 | r,' 
el . ow + ie a ie to. \ 
° ; ae en. 
ee =. 4 iP 
re oa var" 
‘ ! ¥. ee ; a ae . 
> o . ~ x #23 a 
»” - a 
* ay i Ca > 
er ee Ee ee ee 

e. ’ ae bie ie. m . 

Seine ° ; oom oie 6 

<i A ‘ ay Tae 4 

x ’ : CH . oP 2 
het ‘ ig S 2 eo p 
. Cee, 
; See _ od 
a ha af ce. “ 
po, a. A 
ee 4 7 1 
. : a y * 
Boe ‘ sj . 4 ‘ iv, 
3 PC 
o q 
7 ‘ 6 
j ; itt a i ¢ ’ j - Ay 7 . / _ es aeE Ree . “ Ms . : Late 
4 nee. , ; : m | 3 


un 


>it 


~ 44) 
+64 
+12 
+ 42 

l 


4. 


a 4 
Ly 
‘ 
| 


April 17, 1939 


a 


ADVERTISING AGE 


33 


~ RECEIVES PROMOTION 


Allen E. Norman, general manager of 
Fawcett Publications, has been appointed 
vice-president. He joined the company 
in 1934 as promotion manager and be- 
came general manager in 1936. 


‘Yankee Cigar, N ew 


Five-Center, in 


Newspaper Debut 


Newark, N. J., April 12.—If a good 

’ five-cent cigar is what this country 
still needs, Waitt & Bond, Inc., 
thinks it can fill the bill with 
Yankee cigars, a new product now 
being introduced in 14 New Eng- 
land and upstate New York cities. 
The latest entry in the nickel field 
is being promoted in large-space in- 


‘f sertions in 12 newspapers, supple- 
‘}) mented by the Frankie Frisch sports 
Tz broadcasts over the Yankee Net- 


’ 


work. Newspaper space ranges up 


© to 1,000 lines. 


Quality, price, and Americanism 
are being combined in introductory 
copy. The first insertion depicted 
a female Yankee Doodle “going to 
town,” and gaining a hearty wel- 
come from smokers hailing “a new 
cigar value.” Copy also plays up 
the all-Havana filler. 

While most of Waitt & Bond’s 

) other cigar business is in the North- 

east, it is expected that the cam- 
) paign for Yankees will be extended 
to other markets if current efforts 
are successful. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
agency. 


G-E Plans Survey of 
Television Market 


Coincident with the announcement 

that it would shortly place on the 
' market five television receiving set 
' models at prices ranging from $200 
| to $1,000, General Electric Company 


| disclosed that it is conducting a na- 
| tonwide survey on the market for 
) television transmitters. 
Questionnaires have been sent to 
1400 newspapers, radio stations, 
) department stores, motion picture 
» companies and theater chains. 


COLLINS. 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


ABP Conference to 
Stress Need for 
Long Range View 


New York, April 13—The program 
for the spring conference of Asso- 
ciated Business Papers, Inc., sched- 
uled for the Homestead, Hot Springs, 
Va., April 27-29, reveals that consid- 
erable emphasis will be placed upon 
the need for development of a long 
range drive on several fronts. 

Round table discussions will cover 
eight major points: Analysis of what 
advertisers are going to expect of 
business papers in the future; new 
standards of practice to build ABP 
prestige; new ideas for building 


stronger papers editorially; plans for 
more effective selling against compe- 
titive media; promotion ideas; cost 
problems; new techniques in reader- 
ship surveys and closer cooperation 
with advertising associations. 

Guest speakers will include Stan- 
ley Knisely, director of advertising 
of Republic Steel Corporation and 
president of the National Industrial 
Advertisers Association, represent- 
ing industrial advertisers; William 
Wolff, advertising manager of West- 
ern Electric Company, representing 
the Association of National Adver- 
tisers, and Allen Billingsley, presi- 
dent of Fuller & Smith & Ross, rep- 
resenting agencies. It is also hoped 
that Secretary of Commerce Harry 
Hopkins will be able to address the 


conference. 


“Life” Prepares 
Second Report in 
Readership Survey 


(Continued from Page 1) 


tion is probing the value of such 
statistics as an adjunct to Audit Bu- 
reau of Circulations figures. A co- 
operative survey by leading pub- 
lishers is also being discussed, 
although immediate action is un- 
likely. 

The copy used by Life this week 
appears prior to issuance of the sec- 
ond report. This will be ready 
within a few weeks. 

Readership figures, as ascertained 
by Crossley, Inc., for Life are as 


follows: Collier’s, 15,800,000; Lib- 
erty, 13,800,000; Life, 18,200,000; and 
The Saturday Evening Post, 13,- 
100,000. Paid circulation figures 
printed in conjunction with the fore- 
going were taken from publishers’ 
statements. 


Kearns with Kastor 

William H. Kearns, for the past 
three years account executive with 
Blackett - Sample - Hummert, has 
joined H. W. Kastor & Sons Adver- 
tising Company, Chicago, as vice- 
president and account executive. 


New Circulation Base 

House Beautiful, New York, has 
announced a new circulation base 
of 200,000 and a new rate of $1,700 
per black and white page, effective 
with the December, 1939, issue. 


— a 


oe 


AVERAGE DAILY NET PAID CIRCULATION OF 

THE CHICAGO EVENING AMERICAN FOR THE 

SIX-MONTH PERIOD ENDED MARCH 31, 1939, 
WAS 


397, 


THIS WAS AN INCREASE OF 


6,479 


OVER THE DAILY NET PAID AVERAGE FOR 
THE SIX MONTHS ENDED SEPTEMBER 30, 1938 


THIS INCREASE WAS MADE DESPITE 
THE FACT THAT A STRIKE WAS IN 
PROGRESS FOUR OF THE SIX MONTHS 


034 


ACHIEVEMENT 


A few days ago, the circulation manager of The 
Chicago Evening American issued a terse, simple 
interdepartmental memorandum: “Average daily 
net paid circulation of The Evening American for 
the six-month period ending March 31, 1939— 
397,034... An increase of 6,479 over the preceding 
six-month period . ..Home delivery circulation for 
the month of March, 1939, averaged 100,551 daily.” 


That was all. Just a few words. But those few 
words contained one of the greatest success stories 
in the history of The Chicago Evening American. 
They told a story of achievement that is a tribute 
to every member of this organization. 


Written between those lines is the story of a group 
of loyal reporters, editors, and copy boys who, 
when Guildsmen walked out on strike, forgot 
hours, sleep and meals and stayed on the job work- 
ing to get this newspaper out on time. 


Written between those few lines is a story of 
newsboys and branch managers who fought one of 
Chicago’s worst blizzards in twenty years to get 
this newspaper to its readers. 


Written between those few simple lines is the 
story of hundreds of American Federation of 
Labor employes who combated the false propa- 


ganda of the Guild by working unsparingly to 
make this good newspaper a better newspaper. 


That circulation memorandum contained more 
than numbers. It contained people—a living, 
breathing, buying market of hundreds of thou- 
sands of individuals and families who read The 
Evening American because they believe in it .. . 
because they want it. It is their newspaper. 


We can point to many success stories. We can 
point to an advertising campaign in this news- 
paper that increased sales on a national product 
more than 100%. We can point to a sports promo- 
tion that five months ago polled more than nine 
million votes. We can point to a thirty-dollar want 
ad that sold nearly $4,000 worth of automobiles. 


But, the proudest success story of the year is: 
“Average daily net paid circulation of The 
Evening American for the six-month period end- 
ing March 31, 1939—397,034 . . . an increase of 
6,479 over the preceding six-month period. Home 
delivery circulation for the month of March, 1939, 
averaged 100,551 daily.” 


Hearst International Advertising Service 
Rodney E. Boone, General Manager 
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Hazards of Prize 
Contest Promotion 
Cited by Expert 


(Continued from Page 1) 


away by another offer,” he com- 
mented. “The hypodermic ulti- 
mately loses its potency unless the 
dosage is steadily increased. We 
feel that the customer who buys be- 
cause he believes a product is of 
superior value is a better customer 
than the one who buys to win a 
prize.” 

Copy evaluation, discussed by Dr. 


— 


Nixon, was also termed an ingredi- 
ent in the advertising picture that 
must be marked “handle with care.” 
Effective copy testing, he said, and 
consequent improvement in the 
company’s profit ratio, gives its 
competitors the alternative of going 
out of business or looking into the 
effectiveness of their own appeals. 

Too many agencies, he remarked, 
have seized upon copy testing as a 
“fad” and are attempting to force 
it upon clients willy nilly. The ad- 
vertiser, Dr. Nixon observed, looks 
upon copy testing partly as a means 
of saving money but more funda- 
mentally to gain a feeling of confi- 
dence in the work his agency is 
doing. “He wants copy tests,” Dr. 
Nixon said, “in the same way he 


wants tests of the battery and 
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THERE 


brakes and headlights and motor of 
his car. He wants to be sure that 
he will get to his destination.” 


Intuition vs. Science 


Dr. Nixon pointed out that there 
are “geniuses” in advertising who 
can tell intuitively whether an ad- 
vertisement is good or bad, men in 
whose judgment clients have com- 
plete confidence. An attempt to 
subject these individuals to some 
standard of measurement, he said, 
causes a great deal of conflict. An 
advertiser who tries to depend on 
an intuitive expert and a scientific 
maker of measurements, he de- 
clared, is trying to mix oil and wa- 
ter. 

Mr. Likert enlarged upon the 


“coordination” theme of the confer- 


WATCH NEWSWEEK 


IS SIGNIFICANCE 
MARCH GAIN OF 101% IN ADVERTISING LINAGE. 


For the first quarter of this year Newsweek’s gain 1s 90%. 
d Oo 


ence in disclosing results of a sur- 
vey his company had made of five 
organizations outside the insurance 
field. He condemned the practice 
of some companies of taking a sales 
training program or selection plan 
from one company and trying to 
graft it on their own system of op- 
eration. The results of his survey, 
he said, showed the following: That 
no one phase of the management 
of any of the sales organizations 
studied itself accounts for the suc- 
cess achieved. That effective selling 
depends upon the ability of sales- 
men to adapt the product or service 
to the needs of the customer. A 
high supervisory ratio was noted, 
with the number of salesmen per 
executive averaging four. Consumer 
market research and wide testing of 
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IN NEWSWEEK’S 


Every month this year, Newsweek has led all other magazines by 
chalking up the biggest per cent gain of any publication . . . in fact, 
Newsweek's been ringing the bell with advertising increases month 
after month and every month, since last July! 


Salient among the many reasons for Newsweek’s notable forward 
march, is the excellence of its audience, now numbering more than 
330,000 above-average, articulate families. 


69% are business executives and professional people . .. men and 


women of prominence and prestige in their communities. Their own 
extensive purchasing is multiplied many times by the buying of 
those they influence. 


Watch Newsweek 


THE MAGAZINE Oo F NEWS SIGNIFICANCE 


H. W. Prentis, Jr., President of Armstrong Cork Company, says 
of Newsweek: “IT have been following the progress of Newsweek 
with keen interest. Its general style appeals to me greatly.” 


AT MARKETING MEETING 


Eldridge Haynes, McGraw-Hill vice-pres. 
ident; Sanford E. Thompson, manage- 
ment engineer; and Edgar Kobak, vice. 
president, Lord & Thomas, at the Amer. 


ican Management Association confer. 


ence in New York. 


= 


products was practiced by all com- 
panies surveyed. 


Urges Single Price Plan 


A case for a one-price policy and 
the elimination of quantity dis- 
counts was made by Mr. Kinney, 
Talon sales manager, in reporting 
on his company’s experience with 
this type of selling. “If our com- 
pany granted discounts to one 
manufacturer in an industry,” he 
declared, “and did not grant similar 
advantages to a competitor of that 
customer, we would automatically 
be a party to competition in the 
customer’s business. Such partisan- 
ship in an industry from which we 
receive or may receive a large vol- 
ume of business is extremely seri- 
ous and calls for the most thought- 
ful consideration.” 


Merge as Tenney, 
Woodward & Conklin 


Merger of Verree & Conklin with i 


Tenney, Woodward & Co., newspa- 
per representatives, as Tenney, 
Woodward & Conklin, Inc., has been 
announced in New York, effective 
May 1. Walter I. Tenney continues 
as president and Thomas E. Con- 
klin, president of Verree & Conklin, 
becomes vice-president and a direc- 
tor of both the new company and 
John B. Woodward, Inc., parent 
organization. j 

Under the new arrangement, John’ 
B. Woodward, Inc., will represen’ 
the Detroit Free Press, hitherto han- 
dled by Verree & Conklin. Wood- 
ward will also form a new divisior 
to handle the Canadian list of Ver- 
ree & Conklin. 


Buffalo Plans Drive 


Buffalo business men have raise¢ 
$25,000 for an advertising and pub- 
licity campaign to attract World’ 
Fair travelers from the West. The 
promotion is designed to compete 
with that recently launched b) 
Pennsylvania to lure’ motorist 
through that state. 


Weitz Names Glicksman 


S. Weitz & Co., Cleveland, ha: 
named Glicksman Advertising 
Company, New York, to handle 
advertising for Tweedknit an 
Alpalux topcoats. National mag@ 
zines, business papers and direc! 
mail will be used. 


Bayless-Kerr Appointed 
The stoker division of the Poca 
hontas Fuel Company, Clevelane 
has appointed Bayless-Kerr Com: 
pany, Cleveland, as its agency {0 
a campaign in newspapers, mage 
zines, outdoor posters and radi 
Walter Butcher is account executlv' 


Hurst in Detroit q 

R. L. Hurst, formerly wi 
Charles Daniel Frey Company, ©” 
cago, and previously with Lord § 
Thomas and Batton, Barton, Du™ 
stine & Osborn, has joined the & 
ecutive staff of MacManus, John § 
Adams, Detroit. 


Appoints Carr Liggett 

Machined Parts Corporation, Dé: 
troit, maker of Mapco coils a 
ignition parts, has appointed Ca" 
Liggett, Advertising, Cleveland, * 
its agency for a trade paper 4 
direct mail campaign. 


Linton Reopens Office 


Ray Linton, who formerly repre: 
sented radio stations in Chica8® ©" 
reopened an office for that purpe” 
at 360 N. Michigan avenue |i 
telephone number is Franklin 1% 
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7 PRIZE WINNER IN NEEDLECRAFT COMPETITION SEXTUPLETS OCCUPY CENTER OF STAGE 


‘ - 


ay 


Mag Ne he 
FOR BETTER nee 


rol 


—— so 


The trademark figure recently introduced for Magic Chef ranges has been ex- 

panded into sextuplets in a new point-of-purchase display which employs the 

characters to dramatize outstanding features of the product. A back piece fits 

over the top of the range with a large cardboard disc that can be revolved to 

spotlight each of six salient selling points. Forbes Lithograph Company created 
and produced the display. 


First honors among stores doing a million dollar business for the best window 

display promoting National Sew and Save Week went to Vandever's, Tulsa, Okla., 

for this presentation. The event was promoted during the last week in February, 

under the sponsorship of the National Needlecraft Bureau as an attempt to 
stimulate home sewing. 


LIFE STARTS AT 40 FOR PUBLISHERS, TOO 


3 ‘ye ~ 


SMART FEMININE COPY CLICKS WITH DEALERS 


4 PeeWee © abt Feet 


— 


OLD HEIDELBERG 


Members of the Economic Club of Detroit discovered recently, when Henry Luce 

of Time addressed them on current affairs, that he was celebrating his 4/st 

birthday. As believers in the “life begins at 40" thesis, they presented him with 

a birthday cake bearing a single candle. Allen B. Crow, club president, looks on 

as Mr. Luce dishes out a piece of cake for Henry T. Ewald, president, Campbell- 
Ewald Company. 


os Sa 


WORN BY UNLVERSAL STARS 


rid’ A tie-up with the new Universal picture, “Three Smart Girls Grow Up," is the Two color and black and white magazine 

The keynote of Admiration hosiery's latest dealer display piece. The three-dimen- copy will carry the Blatz Brewing com- OPENING SHOT IN PAINT INDUSTRY DRIVE 
1pete sional construction has won an enthusiastic reception from the retail trade. pany story to consumers. Henri, Hurst — ca 

| be Niagara Lithograph Company produced the unit. & McDonald is the agency. os j 

ors x 


Here's where the | * 
hest paint gets 
its start 


BEHIND THE SCENES WITH OIL INDUSTRY'S PUPPETS 


"M « miner not 4 painter The metal boosters for white icadpaint They know 
I mine out of the eayth is lead thet the way « white lead job stands 


And mister that lead is what gives life up helps to build their reputation 


and gumption to pamt And the swell part of it is. you save 


You think I'm prejudiced? Ack ony money when vou pemt with white lead 
because it's one of those rare cases 


Pind 0 cea! pasmeer on wetl as gunn! yous 
vow want «ee 


painter who's been at it long enough to ~ ee ot pane jute Dee she wuinter 


where the best is the cheapest 


see how his work stands weether He'll) 
teil you the same LEAD INDUSTKIES ASSOCIATION 2 cove bute temo joint GabaUD Gan 

om) Lee Avenues, New York. N.Y ond gem & (ae pet om moet ete 
You see, Jead is a metal thet just about — nS | 
lasts forever And the bess of white 


lead 2s tead 


1 figure that's one of the reasons white 
lead gives you « covering that hes snug 
and fwm and durable — free from hard 
crackiness as lead itec!f 


So most of the real good painters are 


Shots made durin 


g the production of the petroleum industry's unusual promotion film. Beginning at the upper left, moving The first advertisement released in the magazine campaign sponsored by the Lead 


Zz "% - of plodding Dobbin as he draws a covered wagon; the camera is focused on "Soapy Sailor"; Lou Bunin, pup- Industries Association takes the white lead paint story back to its source—the 
*" "aes up three of the film's feature characters; and finally, "Grease Boy” goes for a ride in a horseless carriage. lead miner. The scene is an authentic operation shot taken in a Western lead 
(Story on Page 6.) mine. The miner was chosen as typical of his hardy occupation. 
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GLEANED FROM 
OUR CLASSIFIED 
SECTION 
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Even Advertisers with 96c Budgets | 
Know this Axiom | 


eet aot th Co 


» 
d 
“When nothing else can sell it, the Los Angeles Times Why? The Los Angeles Times has the largest home- 
can.” That’s an old axiom out here in Southern California, delivered circulation on the Pacific Coast . . . The Times . 
where everybody knows the amazing selling power of the is an advertising bargain—less than 1/, cent per full page : 

pw Los Angeles Times. per family reached . . . and Times families read, enjoy, . 
“ The big retail stores here know it. Each year they buy trust their newspaper thoroughly. For further information, . 

i more advertising in The Times than in any other news- , 

« : write us today. 
— paper. Leading national advertisers know it. They, too, . 
% = buy more advertising in The Times, which has led in total : 

# advertising for 25 years. L 0 3 A N G it L t S 
| But more significant to us, to prospective advertisers 
also, we suspect, is the number of our classified ad buyers 

‘ with advertising budgets of 96c and up. More classified 
; % advertisers use The Times than use any other newspaper 

in America. 


One of America’s Most Resultful Selling Mediums 
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